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"WE DO... 
say the ACCOUNT 
EXECUTIVES 


For it is up to us to see that 
our products and services are 
what you need, are delivered 
on time, and give you the most 
for your investment. 


JUST WHO REPRESENTS 
THE CLIENT AROUND HERE ? 


ee ee 
say the WRITERS 


For we must create and put in- 
to scenes and words the ideas 
that will help you to solve 
your problem, explain your 
company or product, train 
your people, and sell your 
products and services. 


wee VO... 


say the PRODUCERS 
and DIRECTORS 


For we are the people who 
turn ideas into a meaningful 
form for your use—from words 
on paper to scenes on film, in 
shows, on records and in 


printed forms. 


“... AND WE DO TOO!!!” 


Say all the other client representatives at WILDING... 


The artists, animators, editors, sound engineers, camera men, electricians, 
printers and developers, script typists, accountants, stagehands, 
secretaries, shippers, drivers, (and vice-presidents too) ... 
. we all represent you — the client — because each one of us is working 
for you to insure that what Wilding delivers is the result of only 
the best of all our efforts. 
So on your next visit to any Wilding office or studio, look around, talk to the people, 
and ask them, “Say... just who represents me around here?” 
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OZALID ENGINEERS CHECKED EVERY WANTED FEATURE IN 
OVERHEAD PROJECTORS...PUT THEM ALL TOGETHER IN THE 


NEW 
- OZALID 
PROJECTO-LITE 


Yes, the new Ozalid® PROJECTO- 

LITE incorporates every most- 

wanted feature of 

overhead projectors. 

Its straight-through 

optical light path means 

brighter screen illumination. Im- 

ages can be projected in any hori- 

zontal direction from transparen- 

cies up to 10” x 10”. . . all with 

needle-sharp detail. And its eco- 

nomical use of a 750-watt lamp 

gives sparkling quality even in 

normal room lighting. See all its 

aa ¢ aaa 3° fine new features in action. Ask 
- | ae your Ozalid Audio-Visual dealer 
ANY WALL for a demonstration, or write for 
a ot len complete descriptive folder of the 

COMPACT AND ed new PROJECTO-LITE. Ozalid 

ant Division, General Aniline & Film 

Corporation, Johnson City, N.Y. 
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YOU CAN’T 
AFFORD 

TO 

MISS! 


No sponsor can afford to miss 

in the conception or execution 

of a film. Our top quality 

creative and production personne/ 
can help the film sponsor hit the mark 


in either live-action or animation. 


JOHN SUTHERLAND PRODUCTIONS, INC. 


LOS ANGELES 
201 North Occidental Boulevard 
Los Angeles 26, California DUnkirk 8-5121 


NEW YORK 
136 East 55th Street 
New York 22, New York Plaza 5-1875 
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symbolic of 
creativity 
integrity 
craftsmanship 


the new 
Fred Niles 


Communication 
Center 


Chicago's first-ranking 
film producer 


Chrysler film named 
‘Year's Best Industrial” 


Emmy awards winners 


Winner of five top prizes 
at American TV 
Commercials .Festival 
Cited by Chicago & 
Cleveland advertising & 
Art Directors’ Clubs for 
TV commercials 


Please write for a new 
descriptive brochure. 
Serving your every 
audio-visual need. 


Fred A. Niles 
Productions, Inc. 
1058 W. Washington 
Boulevard * Chicago 7 
In Hollywood: 
5539 Sunset Boulevard 
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... call byron / motion pictures 
of course! 


COMPLETE LABORATORY AND STUDIO FACILITIES FOR PRODUCERS ... UNDER ONE ROOF... 
IN ONE CONVENIENT LOCATION. Write, phone or wire for information and quotations on any and all 
producer and laboratory services. 


byron /motion pictures 


1226 Wisconsin Ave., N.W., Washington 7, D.C., Federal 3-4000 1220 East Colonial Dr., Orlando, Florida, CHerry 1-416] 
Affiliated with MECCA FILM LABORATORIES CORPORATION, 630 Ninth Ave., New York City 
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SELLS YOUR 
STORY 
6 WAYS 





"ORs, 


“snap out” 





CONTINUOUS 
COUSINO 
ECHO-MATIC 
TAPE 


Picture on 
Solorbrite 
Screen was not 
retouched or 
stripped in. 


TRI6SS (illustrated) $398 LIST 
1655-C (without sound) $225 LIST 


® 
a , [ Pictur-Vision introduces 
Pitre 2 sion continuous high-fidelity 
sound, synchronized with 
‘round-the-clock slide projection. The versa- 
tility of this new unit is astonishing . . . check 
these 6 ways Pictur-Vision can be used: 


1—Snap on the sealed Cousino Tape Repeater for 
a continuous, day-in, day-out commentary. This 
is synchronized with 16 radiant slides changing 
at 9 second intervals. 


2—An impulse on the tape automatically changes 
slides at any interval desired. 


3—Remote push-button control changes the slides 
to keep pace with your commentary. Microphone 
hook-up amplifies voice to any volume with no 
distortion or hum. Ideal for sales training courses. 


4—Telephone hook-up relays your message through 
up to 20 phone sets. Slides and message syn- 
chronized, operates continuously. 


s—High-fidelity musical background repeats every 
20 minutes while 16 slides automatically change 
every 9 seconds 


6é—As a straight projection cabinet, with 16-inch 
Solorbrite screen 


500-HOUR WORRY-FREE PROJECTION LAMP 
Even in full daylight, the 7 is )0-watt lamp projects a full, radiant 
image on the large 16-inch screen. Magnetic 6 x 9-inch 
speaker gives clean, hi-fidelity tone at any volume from a whisper 
to top convention-hall sound. Bleached-mahogany finish cabinet 
of solid plastic Fiberesin will not scratch, burn or water-mark. 


PiCiwEe & soir 


PICTURE RECORDING COMPANY 
Oconomowoc, Wisconsin 


RIGHT off the NEWSREEL 


Hollywood Ad Club Sponsors 1st 
Internat’l. Broadcast Awards 

A worldwide search for the 
best television and radio commer- 
cials produced during 1960 is be- 
ing undertaken by the Hollywood 
(Cal.) Advertising Club. Adver- 
tisers, advertising agencies, pro- 
ducers of. broadcast commercials 
and radio and television stations 
are invited to submit their best 
productions in the international 
competition for awards, to be pre- 
sented during Advertising Week, 
February 5-11, 1961. 

In announcing the first Inter- 
national Broadcasting Awards 
competition, Don Estey, general 
chairman of the event, said: 

“The Hollywood Advertising 
Club has long recognized the need 
for a completely objective inter- 
national broadcast competition, 
based upon artistic excellence, 
creative ability and esthetic val- 
ues. We decided to inaugurate the 
competition this year through the 
Club, located in one of the 
world’s foremost centers of mass 
communications and advertising. 
We will have judges of such out- 
standing caliber as to insure com- 
pletely unbiased, competent and 
objective awards.” 

15 Categories for TV Spots 

Included in the competition are 
1S categories of television com- 
mercials and seven classes of ra- 
dio commercials. Entries in the 
television categories may be made 
in any foreign language, on 16mm 
film; radio entries must be in 
English and on 33% _ speed 
phonograph records. Deadline for 
all entries is December 31, 1960. 

Ten world-wide winners in 
each category will comprise the 
finalists. From these ten, a First 
Prize winner will be chosen in 
each category, plus awards for 
best editing, camera and direc- 
tion. A Grand Prize will be 
awarded for television and radio 
commercials regardless of cate- 
gory. 

Where to Get Entry Details 

Brochures describing in detail 
the various classes of competition 
and the entry requirements are 
available to all interested individ- 
uals and organizations. They may 
be obtained on request from the 
Hollywood Advertising Club, 
6362 Hollywood Blvd., Holly- 
wood 28, California. Lye 
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N. Y. Audio-Visual Meeting 
New York State Audio-Visual 
Council announces its annual win- 
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ter meeting December 8-10, 
1960, at the Hotel Syracuse, Syra- 
cuse, N. Y. Lae 





The late Oliver Horn 











Industry He Served 35 Years 
Mourns Passing of ‘Ollie’ Horn 

Oliver Horn, executive vice- 
president of The Jam Handy Or- 
ganization, of Detroit, New York, 
Chicago and Hollywood, died 
suddenly Oct. 10. He had been 
enjoying the last day of a short 
vacation when he was stricken 
while gardening at his home on 
Grosse Ile, near Detroit. 

“Ollie” Horn, as he was known 
by his many friends in our indus- 
try, was a quiet, modest man who 
got needed things done while en- 
dearing himself to his associates 
by his genuine interest in people 
around him. 

He was born 59 years ago in 
St. Louis, Mo., where he attended 
Washington University. He en- 
tered newspaper work in Chicago, 
then joined Jam Handy in 1925. 

Mr. Horn was a member of the 
U. S. water polo team in the Paris 
Olympic Games in 1924. In the 
same year he was national A.A.U. 
champion in backstroke swim- 
ming. A member of the Detroit 
Athletic Club, he was past presi- 
dent of the Beavers, the DAC 
swimming organization. He was a 
member of the Detroit Boat Club 
and the Illinois Athletic Club. 

A leader in church activities in 
Detroit, he was for many years an 
elder in the Jefferson Avenue 
Presbyterian Church. He was a 
board member of Presbyterian 
Village, a church project for 
children and the aged. 

Mr. Horn leaves his_ wife, 
Frances, and a daughter, Thomas 
Elizabeth, a sophomore in Hills- 
dale College, in Michigan. Fu- 
neral services and interment were 
in Detroit. yy 
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The lights came from CHARLES ROSS! 


Now, in 1960, producers get the same depend- 
able service from Charles Ross on lights, grip 
equipment, generator trucks and props, too. It 
pays you to call on Charles Ross and take advan- 
tage of its 39 years of quality and reliability. Here 
you get complete flexibility for everything on the 


set . . . choose from one of the largest inven- 
Lsanrs GRIP EQUIPMENT tories in the East. 


; PROPS 
at GENERATOR _— ce 


1800, 1600, 1000, 300 
” 200 Amp. D.C., 100, 
50, 30, 20 Amp. A.C. 


Lighting the Motion Picture Industry Since 1921 
RENTALS sates service 
( 333 West 52nd Street, New York City, Circle 6-5470 
Send for a schedule of rental rates 
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HOW TO SOUND SUPERIOR... 


TL ALAALAAAAAAALAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAL 
AAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAALAAAAAAAAAAAAAAAAAAA AAA ADAM AAA AAA AAA 


... Just process your film at General, 
leader in research, advanced methods, 
and technical skill. We use the 
latest electronic equipment 
for testing, reproduction 
and quality control. 

For a sound track 
of unmatched 
hi-fidelity 
call on 
us. 


PRINT DENSITY 
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Ei 
Morris Schwartz 
demonstrated prototype of optical 
sound slidefilm projector. 


Kalart /Victor’s 












Bakelite’s Bill Connelly (left, 
above) is introduced by program 
chairman Alan Yost (at right). 






ia es 
Caterpillar’s Bob McCaslin (I), 
shares panel post with Frank 
Greenleaf of U. S. Steel (r). 


Improving Audio-Visual Techniques for Industry 


Industrial Audio-Visual Executives Look to More Creativity, Better Film Audiences 
as Association Holds Fruitful Three-Day Fall Workshop Sessions at Princeton, N.J. 


sie ANNUAL FALL workshop 
meeting of the Industrial Au- 
dio-Visual Association was held 
this year at the Nassau _ Inn, 
Princeton, N. J., from October 
4th through the 6th. 

The “workshop” designation 
for this meeting is apt. Fewer 
guest speakers are invited to take 
part here than in the spring an- 
nual session and members buckle 
down to long and serious intra- 
mural, conferences on their re- 
spective problems. 


President Opens Fall Program 

Alan W. Morrison, of the So- 
cony Mobil Oil Company, and 
president of IAVA, greeted the 
50 members in attendance by 
pointing out the greater responsi- 
bility constantly being assumed 
by audio-visual communicators in 
their respective companies. He 
said it was this very fact that had 
prevented other active members 
from being able to attend the 
workshop. He also greeted three 
new members: John F. Breedon, 
Jr., of Ford Motor Company; 
Sheldon Nemeyer, of General Dy- 
namics Corp.; and Kurt Roth of 
United States Steel Corp. 

Alan E. Yost, of Bethlehem 
Steel Corp., acted as program 
chairman of the meeting, aided by 
his Pennsylvania colleagues, Gor- 
don Butler, of Dixie Cup Co., and 
Jack Borland, of Smith, Kline & 
French Laboratories. 

Typical of the broad range of 
topics occupying the time of the 
IAVA this month were “How to 
get creativity and imagination 


from writers and producers,” a 
discussion conducted by Ralph L. 
Hoy, of Alcoa. 

This subject moved on into a 
corollary: 


“How to judge what 
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price to pay,” led by Harvey 
Plants, of General Foods Corp., 
with an assisting panel of Gordon 
Hough (American Machine & 
Foundry Corp.), Peter Hickman 
(Smith, Kline & French Labora- 
tories), and Tom Willard, until 
recently with American Bosch 
Arma Corp. 
Four Steps to Better Films 

Mr. Hoy outlined his own pro- 
cedures for getting creativity from 
his producers and writers: (1) 
know the subject thoroughly and 
decide on all objectives before the 
producer-script stage is reached; 
(2) sit down and look at as many 
films on similar subjects as is pos- 
sible to obtain—before seeing the 
producer or writer—this will give 
a good background for judging 
how forward-thinking they are; 
(3) be sure to thoroughly orient 
the writer and producer on all 
sponsor facilities to be used in the 
production; (4) then—and only 
then—give the creative people a 
free-hand, encourage flexibility 
and resourcefulness. 

As a case in point, Mr. Hoy 
screened a new Alcoa picture for 
IAVA members’ judgment. Titled 
Why They Buy, the film is ingeni- 
ous, low-budgeted, and aimed at 
just seven baby food marketers. 
It tells of the merits of aluminum 
bottle tops in a fresh and different 
way. 





They Know Producer Problems 

Harvey Plants, Gordon Hough, 
Peter Hickman and Tom Willard 
can all speak with authority on 
film pricing problems for each 
has been “on the other side of the 
fence” at one time as a producer. 

Mr. Plants remembers the old- 
time joke of the producer who 
loved to make pictures for clients 
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am. SB) Hug 
President Morrison exemplifies 
the spirit of [AVA ... 


with tall smokestacks above their 
factories. “Ill pan real slow up 
that big old smokestack—and at 
$5 a foot, that’s not hay.” 

Smokestack pans are only a 
funny memory now, Mr. Plants 
said, and most producers are 
honestly trying to put as much 
value into films as they can. But 
no film can be budgeted correctly 
unless the specifications are clear- 
ly understood and the sponsor is 
prepared to provide the right 
props and the right technical au- 
thorities at the right time so as 
not to waste the producer’s ex- 
pensive time schedule. 





Other Views on Film Bids 


Tom Willard told of a proce- 
dure he has favozed for getting 
itemized bids. Thus, certain 
scenes or certain technical con- 
siderations in the film could be 
purchased item by item if neces- 
sary. Mr. Willard explained that 
this method might not be applica- 
ble to many situations but had 
been useful in progress report 
productions. 

Gordon Hough said he thought 
competitive bids were seldom jus- 
tified. Only so in the relatively 






er 23 







New members pictured (/ to r): 
Kurt Roth (Steel); John Breedon 
(Ford); Sheldon Nemeyer. 


rare cases where the job could be 
completely blue-printed and the 
creative factor would not be in- 
volved. Mr. Hough also urged his 
listeners to leave budget for pro- 
motion and distribution. He said 
a beautiful film in a can on the 
shelf is useless if no one will 
ever see it. 

Uses a Letter of Agreement 

Peter Hickman said he prefers 
to write his own contracts—usual- 
ly in letter form—rather than to 
just sign some papers the pro- 





ducer draws up. Mr. Hickman 
also advocated that the sponsor 
obtain and hold full negative 


rights—that producers be advised 
to quote prices based on produc- 
tion costs only—not on over- 
optimistic forecasts of possible 
future print profits. In this way, 
Mr. Hickman said, it was more 
likely to get honest prices for 
production and honest prices for 
prints, as well. He said this was 
not an endorsement of buying 
prints directly—far from it, for at 
a fair price the producer performs 
a very useful service in inspection 
of prints and maintenance of 
quality. 

Laurence K. Hamilton, vice- 
president of Tecnifax Corp., pre- 
sented a talk on “The Need for 
(CONTINUED ON NEXT 
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Below: Gordon Butler (Dixie 


Cup Co.) served on the hard- 
working program committee. 


























Industrial Audio-Visual Fall Workshop: 


(CONTINUED FROM PAGE NINE) 


Effective Communication,” illus- 
trated by Tecnifax overhead 
projector slides. Mr. Hamilton’s 
burden is that words are ambigu- 
ous. Some ideas can be effectively 
verbalized and some can not. We 
believe too many things that just 
aren't so, he said, and we com- 
municate things to others that 
aren't so—we are caught in the 
trap of the generalized statement 


Visuals Make Ideas Clear... 


Mr. Hamilton described the ex- 
periment in which three artists 
were asked to draw a picture of 
an aardvark based on a quite com- 
plete physical description—in 
words—in an encyclopedia. Of 
course, the artists’ pictures were 
very dissimilar. Thus indicating 
the need, oftentimes, for the visual 
presentation as the only road to 
clarity 

Robert L. Strickland, of Lock- 
heed Aircraft Corp., described his 
experiences in’ producing quick, 
working films—in-plant. As an ex- 
ample of the aircraft industry’s 
working techniques, Mr. Strick- 
land screened a new film he had 


borrowed from a friendly com- 
petitor—Convair—called Make It 
Move. This picture, made very in- 
expensively out of stock footage, 
is a great banner-waver for films 
in general and a remarkably good 
job for its estimated mechanical 
cost of $3,000. 


Two Views on Distribution 


Speaking in a discussion panel 
on film distribution, Edward Palm- 
er, of New England Telephone 
& Telegraph Company, described 
some low-cost experiments his 
company has made with film de- 
positories in such institutions as 
the New England state universi- 
ties, the Boston Public Library, 
and a few other such groups. Mr. 
Palmer said that although these 
groups were not the end-all to 
problems, they were a welcome 
supplement to other systems of 
distribution. 

James Craig, of General Motors 
Corp., said his company’s experi- 
ence with distribution via the 
public library had not been satis- 
factory. Mr. Craig’s staff of 14 
people operates out of three offices 
in New York, Detroit and San 


Francisco, and handles 8,500 
prints, keeping them constantly 
busy. 

Best Served by Professionals 

Jack Flynn, of Union Carbide 
Corp., said he thought that effec- 
tive distribution could best be per- 
formed by professionals skilled by 
years of experience—such as the 
leading commercial distributors. 
Union Carbide relies on Modern 
Talking Picture Service and the 
U. S. Bureau of Mines for reach- 
ing the public with its films, and 
has had a remarkable audience 
record. 

Russell Haynes, of Ford Motor 
Company, said that although he 
has great respect for the leading 
distributors no one had ever con- 
vinced him or his company that 
they could do the job as well as 
Ford’s own people—or do it as 
economically. Mr. Haynes pre- 
sented some formidable statistics. 
Ford gets about 40% adults of 
total audience—an enviable figure. 
Mr. Haynes’ staff consists of 13 
people handling 11,000 prints out 
of three offices in New York, Dear- 
born and San Francisco. 

Alan E. Yost, of Bethlehem 
Steel Co., described a special dis- 
tribution his company had laid on 


in college-town theatres with the 
idea of aiding the personnel re- 
cruitment program. Mr. Yost de- 
scribed the results as phenomenal. 
Bethlehem reached 100% of the 
towns it was seeking and found 
there was a high coincidence be- 
tween new college graduate em- 
ployees and those who had re- 
membered seeing the film. 


Stressing the Plus Factors 


Daniel Rochford, of Standard 
Oil Co., (N.J.), spoke on “How 
to promote interest in new re- 
leases, increase audiences and in- 
sure good bookings to proper 
audiences.” He urged his listeners 
to remember the basic urges that 
motivate people and to stress the 
plus factors in films: hope rather 
than fear, gain not loss, progress 
for status quo, etc. 

Howard E. Lynch, of Fairchild 
Camera Corp., demonstrated the 
Fairchild Cinephonic Eight Mag- 
netic Sound Camera and Projec- 
tor. Mr. Lynch said that an audio- 
visual department of Fairchild had 
only been set up four weeks ago, 
but that the company could now 
forecast a big future for 8mm 
sound films in the industrial field. 

Two stumbling blocks which re- 
main: duplication of 8mm original 


GOING OUR WAY? WE AND OUR CLIENTS ARE TRAVELING 


ESSO 


A.N.A 


r 


STANDARG® OIL COMPANY 


THE BORDEN COMPANY 


GENERAL MOTORS DIESEL 


EASTMAN CHEMICAL PRODUCTS INC. 


¥ 
me 


BLACK & DECKER 


OWENS -CORNING FIBERGLAS CORPORATION 


SALES COMMUNIC AOR, 


1 gev 
7 Phe @ 


ths 


COLGAT E-PALMOLIVE COMPANY 


NATIONAL LUMBER MANUFAGTDRERS ASSOCIATION 


EASTMAN KODAK COMPANY 


INSTITUTE oF LIFE INSURANCE 


SOGONY, MOBIL OIL GOMPANY 


4. 


Ladies HOME JOURNAL 


a ‘a 
ctaire.” 


CHAS. PFIZER & CO., INC. 


THE DOW CHEMICAL COMPANY 


GOING OUR WAY? 


ee ri } 
0) dinneuseR-suscH 


iF SO...CONTACT 





Princeton participants (/ to r): 
ingston, 


prints, and the excessive weight of 


the projector. Constant experi- 
mentation is going on to solve the 
8mm to 8mm duplication problem 
(reduction—l6mm to 8&mm—is 
relatively simple and is being done 
regularly by such firms as Colburn 
in Chicago and Watson in New 
York), and Fairchild now has a 
twelve-pound suitcase projector 
in the prototype stage. 


Closed Circuit TV at DuPont 


Alden H. Livingston, of duPont, 
told about his company’s new 
closed circuit television installa- 


Larry 
DuPont (closed circuit t.v.); 


Aldie Liv- 
Alcoa (who led the 


Warnock, Link Belt; 
Ralph Hoy, 


tion. He explained that with du- 
Pont’s large investment in tele- 
vision advertising it was n perative 
for the staff to ride close herd on 
commercials’ content and quality. 
This cannot be done successfully 
by viewing films on large screen 
with conventional projection tech- 
niques. Prints designed for TV 
look washed-out and soft on the 
large screen. 

DuPont's installation consists 
of a film chain for closed circuit 
broadcasting of 16mm and 35am 
film, slides, and live images. Al- 
though some large New York ad- 


discussion on film creativity); 


elist ); 


vertising agencies have similar 
installations, duPont’s is said to be 
the first made for the end-user. 
The equipment was made and 
installed by General Precision 
Laboratories, whose manager of 
industrial division, John J. Haw- 
thorn, was on hand to answer 
questions at the meeting. 


Good Ideas for Transparencies 


James Phillips, of Tecnifax 
Corp., demonstrated the prepara- 
tion and use of still and animated 
transparencies for overhead and 
slide projectors. Comment was 


Russell Haynes, 
and Dan Rochford, Jersey 


Ford (distribution pan- 


Standard (motivating film viewers). 


made by several people in the 
audience that while movement 
effects have their place in modern 
overhead techniques, too many 
operators have designed the mes- 
sage to fit the gimmick rather than 
suit the gimmick to the appropriate 
message. Tecnifax people agreed. 

L. A. Whitney, of L. A. Whit- 
ney Associates, demonstrated new 
ideas in flip charts and platform 
aids. Most impressive was a new 
Executive Presentation System, 
priced at $145, that included a 
whole kit of easy do-it-yourself 
(CONTINUED ON NEXT PAGE) 


TOGETHER IN THE DIRECTION OF 


WIDE SCREEN FILMS 


THE MOST EFFECTIVE FILMS IN FILMOGRAPHS 
mS REGULAR FILM STRIPS 
SPECTACULARS 
SLIDES * VU GRAPHS 
FLIP CHARTS * BOOKLETS 
16MM SLIDE MOTION 


THE INDUSTRY 


LIFE MAGAZINE 
AVON PRODUCTS INC. 


MOTOROLA, INC. 
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Industrial Audio-Visual Fall Workshop: 


(CONTINUED FROM PAGE I1) 
visual aids in a suitcase carrying 
and presentation case. 

Contents include flannel boards, 
flip charts, and paper boards of 
many descriptions—lettering aids, 
even a built-in projection screen. 
Idea back of the kit is that a 
salesman can prepare a custom- 
tailored presentation for each cus- 
tomer right in his hotel room on 
the road—or even in his car, if 
necessary. 

Optical Sound for Slidefilms 

Morris Schwartz, secretary- 
treasurer of The Kalart/Victor 
Corp., demonstrated a prototype 
of his company’s automatic sound 
slidefilm projector with optical 
sound track. Based on an original 
approach io the problem, the 
Kalart/ Victor machine is decided- 
ly revolutionary. Mr. Schwartz 
said his company was not satisfied 
with the projector in its present 
state, but was rapidly eliminating 
the bugs 

The basic idea is that the image 
(double frame) and 
contained on two _ contiguous 
frames of 35mm film. Both frames 
are transported simultaneously 
two frames at a time 


sound are 


a lens pro- 


Call 


Willard Pictures 


jects the visual frame, while a 
sound-scanning system picks up 
the audio portion from an optical 
track on the stationary other 
frame. The scanner, in effect, 
moves, but the optical tracks do 
not 


Features of Prototype Noted 


Mr. Schwartz passed out sam- 
ples of the optical track frame and 
it could be seen that about 30 
tracks were contained in an area 
of 10mm high by 32mm wide. 

Besides the advantages offered 
of integral sound on film with no 
disk or tape, the Kalart/Victor 
prototype permitted any frame to 
be held on screen for as long as 
required without interfering with 
synchronization. It also permitted 
any frame’s audio track to be re- 
peated if desired. 

No date is set for release of 
the equipment for sale. Research 
is continuing until the company is 
satisfied that the projector will 
meet all requirements. 

Frank Lovejoy Dinner Speaker 

Guest speaker at the Annual 
[AVA President’s Dinner was 
Frank W. Lovejoy, who was as- 
sociated with Socony Mobil Oil 


Company for the past 25 years as 
a sales executive. 

Winding up the meeting on 
October 6, Edward W. Palmer, of 
New England Telephone & Tele- 
graph Co., demonstrated a new 
technique for combining front 
overhead and rear projection with 


Technifax’ Phillips shows how to 
prepare transparencies . 


live platform presentations using 
special wide-angle lenses, mirrors 
and _ white-surfaced translucent 
screens. 

William J. Connelly, of Bake- 
lite Division, Union Carbide, 
showed new ways to make execu- 
tives’ talks into effective visual 
presentations. 

Willis H. Pratt, Jr., of American 
Telephone & Telegraph Company, 


acted as leader of a conference to 
develop (1) a practical plan for 
demonstrating how the effective 
use of proper audio-visuals can 
produce important benefits for top 
management; and (2) a second 
plan for keeping top management 
informed and up-to-date on how 
motion pictures, slidefilms and 
other audio-visuals are playing an 
important role in solving employee 
training, public relations, com- 
munications and selling problems. 


a8 * * 


C. F. Schwep Heads A/V Training 
Dept. for Management Group 

Charles F. Schwep, former 
president of Trident Films, Inc., 
New York City, has been ap- 
pointed manager of the Visual 
Communications and _ Training 
Department, a new unit of the 
American Management 
tion. 

Schwep headed the Film Selec- 
tion Committee for the U. S. at 
the Brussels World’s Fair. 

His newly created department 
includes video tape equipment, 
closed circuit television, as well 
as motion picture facilities which 
will be used in improving manage- 
ment skills of some of the 70,000 
executives who participate annu- 
ally in AMA meetings. LW 


Associa- 
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NEW! tikigia Speed! 
nscochrome 


rOLressional 
lion Type 242 


ALL THE BRILLIANT COLOR RENDITION OF 
THE TYPE 242 EMULSION PLUS E. I. 25 





Here is the new High Speed Anscochrome® film Type 242 that will give you realistic benefits in 







terms of film speed. Fully | stop faster than the older version, this new film offers a speed of 25 


with no sacrifice of quality! 








If you are a user of low-contrast color emulsions for cinematography, you can’t afford not to 
test this superb high-speed film. Contact your local Ansco representative today. Ansco, Bing- 
hamton, N. Y., A Division of General 


Aniline & Film Corporation. 
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ATTENTION 


See the difference... 


when 16mm Color Specialists process prints! 


To concentrate one’s undivided attention and efforts on a particular field of activity is 
specialization. This is what Color Reproduction Company has been doing for over 22 
years! This specializing exclusively in 16mm color printing, has earned Color Repro- 
duction Company a reputation for guaranteed quality which is the Standard of the 
Industry. The cost of your production warrants finest quality prints. See what the 
technical know-how and production skills of Color Reproduction’s specialists can do 


for your 16mm Color Prints! 


REPRODUCTION COMPANY 
7936 Santa Monica Blvd., Hollywood 46, California 


Telephone: Oldfield 4-8010 


Scholastic Awards Program for 
Educational Films in 12th Year 

The national program of 
awards to outstanding motion 
pictures and slidefilms produced 
for educational purposes, spon- 
sored by SCHOLASTIC TEACHER 
magazine, is going into its twelfth 
year. Films eligible for the 12th 
annual awards are those produced 
during the period September 1959 
to September 1960. Nominations 
were closed October 15, and 
judges are currently reviewing en- 
tries for selection of awards. 

Once again a general category 
covers all sponsored films pro- 
duced by business or industrial 
firms or associations which are 
available either free of charge or 
at nominal cost for educational 
purposes. 

A change was inaugurated this 
year for the first time for infor- 
mational films. This classification, 
for films made commercially by 
producers for direct sale or rental 
to schools, is divided not only by 
grade level (elementary and 
junior-senior high school) but 
also by separate subject matter 
categories—science, social stud- 
ies, language arts and art, and 
miscellaneous information. i 


cad *” * 


Rockett Co., Hollywood, Chosen 
To Produce Rose Parade Film 

The official full-color motion 
picture of the famous Pasadena 
Rose Parade on New Year’s Day 
will be filmed and produced by 
the Frederick K. Rockett Com- 
pany of Hollywood. The Pasa- 
dena Tournament of Roses Asso- 
ciation chose the veteran film pro- 
ducers to create the full-color 
documentation for release to 
schools, churches, civic groups 
and various other non-theatrical 
showings. 

The colorful parade and pag- 
eant is annually witnessed by 
more than a million spectators 
along the parade route, and 
viewed by millions more through 
television and newsreels. 

“Production and distribution of 
a Rose Parade motion picture will 
capture and highlight all the 
drama and beauty of this spec- 
tacle and add a vast viewing au- 
dience that will undoubtedly cause 
this annual event to realize one of 
the largest, most diversified au- 
diences for any single presenta- 
tion,” predicts Stan Webb, sales 
director and producer at the 
Rockett studios. 

Prints of the 1961 Parade will 
be available in February, and will 
be loaned without charge to quali- 
fied groups by the Association. 


BUSINESS SCREEN MAGAZINE 





Medical motion pictures have grown-up. The layman 


sees only a very few of the many screened for physi- 


cians, surgeons and hospital staffs. All of them, now- 


adays, are designed to bring new and vital information 


to the greatest number of professional people in the 


shortest possible time. Medical motion pictures are 


helping to save lives. But remember: Doctors are the 


toughest audience a motion picture can face. Some 


of us are bug-hunters. 


bless them. 





Frank K. Speidell, President 


Doctors are lint pickers. 


Herman Roessle, Vice President 


P. J. Mooney, Secretary & Treasurer 


Vice-President, Sales: 


T. H. Westermann 


Medical 


Pictures 


by Audio... 


Atomic Energy Commission 


American Bosch Arma Corp. 


American Machine 
& Foundry Co. 


American Telephone 
& Telegraph Co. 


Babcock & Wilcox Co. 


E. I. duPont de Nemours 
& Co., Inc. 


Ethyl Corporation 
The Gillette Company 
McGraw-Hill Book Co. 


National Board of Fire 
Underwriters 


National Cancer Institute 
National Cotton Council 
Port of New York Authority 
Schering Corp. 

E. R. Squibb & Sons Div. 
The Texas Company 

Union Carbide Corp. 

U. S. Navy 

Western Electric Co. 


Westinghouse Electric Corp. 


—and many, many others 


Producer-Directors: 


Frank Beckwith 
L. S. Bennetts 


Alexander Gansell 
H. E. Mandell 


Harold R. Lipman 
Erwin Scharf 





HERE'S HOW 
TO TRAIN 
MEN FOR A 


CALL-BACK 
Color Sound Slidefilm 


The interrupted first interview, a stall 
for time, a direct turndown . . . any 
of these can necessitate a call-back. 
This filmstrip shows that preparation 
for a call-back must be more thor- 
ough than that for the first call, that 
call-backs demand more power and 
determination, to close more sales. 


DEVELOPING THE RIGHT ATTITUDE 
ON A CALL-BACK is one in a dy- 
namic sales manpower development 
program: 


‘Selling Is 
Mental” 


Six powerful, fact-packed slidefilms 
to provide you with material for 18 
inspiring meetings. Other titles: 
THE POWER OF MENTAL ATTITUDE 
IN SELLING 
SELLING THE END RESULT FIRST 


TURNING A DEAF EAR TO 
SALES RESISTANCE 


DEVELOPING THE RIGHT ATTITUDE 
TOWARD PRICE 
CLOSING THE SALE 


WRITE TODAY FOR DETAILS 
CONCERNING A PREVIEW 


i 


BETTER 
Selling Bureau 





6108-B Santa Monica Boulevard 
Los Angeles 38, California 





WASHINGTON FILM COMMENTARY 


by Mary Finch Tanham 


Washington Correspondent for Business Screen 


Land, Wildlife Conservation 
Air Force Film Theme 

The National Wildlife Federa- 
tion and the Remington Arms Co. 
are co-sponsoring a new Air Force 
sponsored film titled Runways in 
the Wild. The 14-minute color 
motion picture, being produced 
by Douglas Productions of Chi- 
cago, will tell a surprising story 
about the management and con- 
servation of land and wildlife by 
the Air Force, which has bought 
or otherwise acquired public prop- 
erty for air bases. It may come as 
a surprise to many that, previous 
to Congressional law requiring the 
conservation of these lands by the 
military, the Air Force started its 
own voluntary program to en- 
hance, as well as maintain, these 
properties. 

* ok ae 

Granducei Scripts, Wolff 
Narrates a Chevy Picture 

Bob Wolff, the local announcer 
for the Washington Senators, will 
be featured in an unusual 45- 
minute filmed sports program 
sponsored by Chevrolet Parts and 
Accessories. Team up for Profit, 
which will be shown by Chevrolet 
dealers to independent garage-men 
throughout the country, is being 
produced by General Motors 
Photographic and scripted by 
Oeveste Granducci, Inc., of Wash- 
ington. 
Ag. Dept. Hosts Preview 
of Four Spanish Pictures 

Four films with English com- 
mentaries, sponsored by the Span- 
ish Ministry of Agriculture, and 
produced by Marques de Villa- 
Alcazar, were recently previewed 
for the Washington film industry 
at the U. S. Department of Agri- 
culture. Titles of the films were: 
Land Consolidation, Transforma- 
tion of Badajoz Countryside, Dry 
Irrigation and Sherry Wine. 

i %* 

Goodwill Industries” New 
Film Tells Service Story 

Goodwill Industries of Amer- 
ica, Inc., has completed produc- 
tion of its third film, To Help 
Themselves. Narrated by Academy 
Award star, Charlton Heston, the 
141.4-minute sound color film 
portrays the service of Goodwill 
Industries, “Where handicapped 
people, striving for dignity and 
self-respect, and self-support, are 
given an opportunity to help them- 


selves.” Prints of the film, pro- 
duced by former Washington pro- 
ducers William E. Haigwood As- 
sociates, can be obtained on loan 
throughout the country from 
Goodwill Industries, or can be 
purchased from Goodwill Indus- 
tries of America, Inc., Washing- 
ton, D. C. 


Rubber Workers’ Sequel 
Film on “The Thirties” 

The Thirties is the working 
title of a new United Rubber 
Workers film which Washington 
Video Productions will produce 
to celebrate the union’s 25th an- 
niversary. As a follow-up film for 
the highly successful Mighty Fine 
Union, the picture will tell, 
through graphics, the story of 
labor during the hard luck years. 


* * * 


Audio-Visual System at 
Air Force Command Center 

For the Air Force’s fantasti- 
cally efficient new electronic Com- 
mand Post, TelePrompTer Corpo- 
ration is producing a management 
information display system called 
“Telemids.” The system will in- 
clude remote-controlled slide pro- 
jectors offering random access to 
a total of 3,240 color slides with 
sync audio tape. More later on the 
use of visuals here. Already John 
Flynn, local professional Wash- 
ington film actor, has donned the 
Air Force blue to film a short, 
fascinating color briefing on the 
mission of the Command Post. 

* * * 


Social Security Admin. Reveals 
What's Behind Over-65 Checks 

Although they may not realize 
it, midnight on the second of 
each month is an all-important 


hour for millions of people over 
65. That’s when the monthly so- 
cial security checks go out! All of 
this is told in Before The Day, a 
chronicle of the Social Security 
Administration, which is celebrat- 
ing its 25th anniversary. The half- 
hour black and white film was 
produced for the SSA by Milner- 
Fenwick of Baltimore. It was 
directed by Gene Starbecker, nar- 
rated by Norman Rose, with the 
U. S. Air Force Symphony Or- 
chestra playing the score by Ron 
Nelson. 

He co ae 
Baltimore's Sunpapers on 
Sereen for Lecal Audience 

“Keeping in touch” by reading 
the Sunpapers has been a family 
tradition since 1837 in Baltimore 
and surrounding Maryland. In the 
early days there was one morning 
sheet—now there are two, with 
morning and evening editors (H. 
L. Mencken was an editor), 12 o1 
15 editions a day and worldwide 
coverage from permanent bureaus 
in Rome, Paris and Moscow. 

Light for All, a new public 
service film produced for the Balti- 
more Sunpapers by News of the 
Day, is a lively 30-minute, behind- 
the-scenes documentary of the 
growth of this big newspaper. It 
was designed for schools, business 
and professional groups and social 
clubs throughout the circulation 
area of the Sunpapers. 

In typical fashion, Sunpapers 
has made this informative film 
(CONTINUED ON PAGE 19) 
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EDITORIAL and TECHNICAL SERVICES 


FOR BETTER FILMS 


CREATIVE EDITING AND COMPLETE 
PERSONAL SUPERVISION 


JOSEPH JOSEPHSON 
Circle 6-2146 


45 West 45th St. 
New York 36 
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LIGHTS $ 
CAMERAS 
ACCESSORIES! 


MOST COMPREHENSIVE LINES 
this side of Hollywood 


CECO* is headquarters for everything NEW and 
exciting in the professional photographic field. 

This is the Camera Equipment that Film Makers use 
to make outstanding films. 


*CECO—Trademark of 
Camera Equipment CO. 





WADDELL HIGH SPEED CAMERA 


A flexible high speed camera with a speed range 
from 3 to 10,000 pps., depending on model 
and motor combination. Ideal for data record- 
ing in every field. Accepts 400 ft. magazine 
(1200 ft. on special request.) Electronic flash 
synchronization and exposure playback for 
oscillograph recorders. Completely portable. 
Camera, power supply and case 
weigh only 35 Ibs. Features two Oy Te x 
built-in NE2H timing lights; man- fh ~ a 
ual or remote operation; bore- 
sight focusing. All components 
designed to withstand high “G”. 0 
Lenses from 3.2 to 152 mm avail- 
able. Complete line of auxiliary 
equipment on hand. 


315 West 43rd St., New York 36, WN. Y. 
JUdson 6-1420 


(a mera EQuipment (..Inc. 


Gentlemen: 


I am interested in the items checked below. Please rush me 
more free information on these products. 


A few of thous- () Waddell High Speed Camera () CECO Fluid Head 


ands of profes- 
sional cameras 
and accessories. 
Check the item 
that interests you. 
For complete in- 
formation, mail 
postage-free card 
today. 


CAMERA EQUIPMENT 
CO., INC. OF FLORIDA 


(0 CECO 16mm Prof. Film Viewer-Analyzer [) 
(1) Magnasync Consolette Model G-963 oO 
(C) Colortran “Cine-King” oO 
Name __ 

Firm 


Address 


Kensol Hot Press 
Cado Marker 
Ray-Rite Illuminated Clipboard 


Title 





Cameramen, Directors, Producers 
and Photo-Instrumentation 


J 


Engineers buy and 


rent from CECO. 


KENSOL HOT PRESS 


Produces quality opaque titles on posterboard, 
paper, cellulose acetate (cells), photographs, cloth, 
etc. Prints letters in any size and in many 

different colors without use of chemicals or ink. 
Produces 3rd dimension and drop shadow effects. 


BUSINESS REPLY 


Head swivels for “crawl” work. 


CECO 16mm 
PROFESSIONAL FILM 
VIEWER-ANALYZER 


Makes film editing 
and analyzing a 
breeze. Easy 

@ threading, portable. 
Views film left to 
right on large 

6” x 42” brilliant 
screen. Single or 
double system sound 
reader and/or counter 
can be easily 
attached. 35mm 
models available. 


FIRST CLASS 
PERMIT No. 4236 
New York, N. Y. 
Sec. 34.9, P. L. & R. 


MAIL 


NO POSTAGE STAMP NECESSARY IF MAILED IN THE UNITED STATES 


POSTAGE 


WILL BE PAID BY 


CAMERA EQUIPMENT COMPANY, Inc. 


DEPT. 61, 


315 WEST 43RD STREET 


NEW YORK 36, N. Y. 


CADO MARKER 


A versatile, inexpen- 
sive, bold marking in- 
strument ready for 
immediate use on any 
surface. Unbreakable. 
Comes in many colors. 


COLORTRAN “CINE KING” 


For high performance spot 
or flood lighting. 
Lightweight. Low in 
price. All new features 
including insulated sure- 
grip handle; feed-thru, 
in line switch; 360° 
rotation; lamp retaining 
ring has unbreakable 
prongs and adapts to Par 
64 or 56. New 
COLORTRAN KICKER 

and SUPER KICKER 
LIGHTs with all new 
features also available. 


RAY-RITE 
ILLUMINATED 
CLIP BOARD 


Ideal for use behind 
the lights. Inexpen- 
sive. Uses regular 
flashlight batteries. 
Asize for every need. 


MAGNASYNC CONSOLETTE MODEL G-963 


A miniaturized studio mixing console with 6 input 
channels and patch bay selection of three 


program equalizers. Optional plug-in microphone 


pre-amplifiers. Specifically designed for 
re-recording applications. Modular 
construction of cabinet and components. 
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(CONTINUED FROM PAGE 16) 
easy for readers of their “family” 
to view—club chairmen or 
teachers need only write or call 
the paper. 

* 
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Three Join Staff of Scripts 
by Ocveste Grandacci, D. C. 

Two men and a woman have 
recently been added to the writing 
staff of Scripts by Oeveste Gran- 
ducci in Washington, D. C. The 
woman is Dale Walker Brown, 
formerly London representative of 
Kenyon & Eckhardt Advertising 
Agency, producer-writer for 
Pathescope productions in New 
York, and writer with Southwest 
Film Productions of Houston, 
Texas. 

John Larry Washburn, play 
producer and Harvard graduate, 
was a Staff writer with the Army 
Pictorial Center in Long Island, 
New York, and has been, for 
many years, in free-lance writing 
and production. He was previous- 
ly in the radio and TV depart- 
ments of C. J. LaRoche and Flet- 
cher D. Richards in New York. 

Norman Hunt Willis, 26, was 
formerly film specialist in the 
Flight Propulsion Division of 
General Electric in Cincinnati, 
Ohio. He had previously been in Creative Arts’ New Branch 
audio-visuals with The Asphalt Otlice Opens in Baltimore 

Creative Arts Studios, Inc., has 
kicked off a new expansion pro- 
gram by opening a branch office 
in downtown Baltimore. Con Cul- 
bertson, well known for activities 
in the Art Director’s Club in Balti- 
more, will be in charge of audio- 
visual productions and will spe- 
cialize in training and informa- “It fell to earth I know 
tional films for big business in not where.” 
this booming commercial area. ‘ 

Creative recently produced a 
brilliant three-dimensional “au- 
thorama” art exhibit, supple- sD 
John Larry Washburn (CONTINUED ON PAGE 20) 
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Dale Walker Brown 





Institute in College Park, Md., 
and the Naval Photographic Cen- 
ter in Washington. 





Norman Hunt Willis 


















NEW YORK’S FINEST PROJECTION SERVICE 


® Skilled reliable projection service by a firm with 40 years 
of experience. 


Motion pictures, wide-screen presentations, slide-films, 
opaques, slides. If it is audio or visual we have the most 
modern equipment for the job. Complete commercial sound 


service. Previews arranged in all details. masts) 
ay 
Anywhere in the Metropolitan New York Area. | =@y 
De Meo Motion Picture Projection Service 
3211 Quentin Road, Brooklyn 34, N. Y. ESplanade 5-1227 
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When the target’s fine 
film processing, aim at Capital. 


e Sound e 


CAPITAL 


Editorial 


e Laboratory Services 


Ca as 


LABORATORIES 


FILM 


WASHINGTOD 


IN 


DC 


VC. @ 1905 


@ PHONE LAWRENCE 6-4634 


FAIRVIEW AVENUE, N. E. 


(CONTINUED FROM PAGE 19) 


mented with a seven-minute color 
slide and sync tape program for 
the Association of Prosthetics and 
Orthotics. The program was dis- 
played in the lobby of the Depart- 
ment of Commerce and covered 
current practices and research and 
development in prosthetics and 
orthotics in the U.S.A. 


2% * * 


Film Series Tells Use of AV Aids 
In Teaching Foreign Languages 

To Speak With Friends, a dra- 
matic new film report on modern 
media methods for teaching for- 
eign languages in elementary and 
secondary schools, has been re- 
leased by the United States Office 
of Education. The 28-minute, 
black and white motion picture is 
the first in a series of films which 
will show how TV and audio- 
visuals are used to teach French, 
Spanish, German, and Russian in 
classrooms. George C. Stoney As- 
sociates of New York directed and 
filmed the picture mainly in the 
Boston and New Jersey areas; it 
was written by Merrill McClatchy, 
coordinated by the National Edu- 
cation Television Center, and 
edited by Sylvia Betts of Betts- 
Cummins in Washington. United 


World will distribute the film for 
sales and NETRC will handle 
educational and commercial TV 
distribution. 

x * aK 


New Use tor Closed Cireuit TV 
-.+ Trouble-Shooting in Sewers 

The Industrial Pipe Repair 
Corporation of Hyattsville, Mary- 
land, and Florida, has just docu- 
mented on film the amazing new 
methods for scouting out leaks 
and trouble spots in sewage pipes 
with closed circuit TV. The 11- 
minute color film, produced by 
Paragon Productions of Washing- 
ton, will be used in the field on 
Cinesalesmen. 

Paragon has also completed a 
15-minute film for Atlantic Re- 
search Corporation of Virginia. 
Titled Flight to Pine Ridge, the 
film tells the story of the Pine 
Ridge facilities where solid rocket 
propellants are made. 

Chas. B. McVay IV and Mrs. 
Frances Millington of Paragon an- 
nounce the location of their new 
offices at 2810 Pennsylvania Ave. 
N.W., Washington 7, D. C. Lae 


Se & cs 


Also see Mary Tanham’s report 
on Federal Aviation Agency pro- 
gram, Page 31 of this issue. 


LaBelle Combines Film-strip and Tape in the 


“Tutor” Automatic Audio-Visual Projector 


Introduces a New Dimension for Creative Imagination! 


Think of it—no records to break, 
change, jump, wear out or cause 
accidental tripping of the picture 
change due to similar frequencies 
on the recording. Think of it—no 
tape threading . . . simply slide in 
cartridge and go. The story un- 
folds continuously and automati- 
cally . . . the story you so proudly 
produced is presented with bril- 
liant pictures—high fidelity sound 
—fully automatic. 

Unleash your bold new ideas 
for punch and drama. Sequence 
shots add animated action, charts 
built up in separate scenes save 
the punch picture for the punch 
line. The silent signal on a separate 
track on the tape commands a new 
picture to appear . . . always in 
perfect synchronization to the 
sound. 

No longer is “Costs too much!” 
a deterrent. Now this type of live, 
actionized-projection program can 
be made to meet the most restric- 


LaBelle “Tutor” with cartridge 
also in reel type tape 


tive budget. No longer is “Not 
ready yet!” a valid reason for de- 
lay. Now story and pictures can 
be brought up to the minute and 
inexpensively at that, whether 
there’s a new addition being plan- 
ned, or a new executive starting 
soon, or a new product going to 
be introduced, or a change in 
packaging or design planned. 
See and hear a LaBelle “Tutor” 
get the facts—arrange for 
demonstration. Write to LaBelle 
Industries, Inc., Dept. B, Ocoxo- 
mowoc, Wisconsin. (Adv.) 
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ARRIFLEX 16 with Time-Lapse 
Motor and Intervalometer—on 
S 


Leitz Microscope Stand. 
SiaGsulibdédlosehsanadionammaasalnahees 
> ARRIFLEX CORPORATION OF AMERICA * 
257-3 Park Ave. South * New York 10, N. Y. 
® Without obligation, I would like: 
(0 DEMONSTRATION 00 LITERATURE 
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COmMPCO 


professional quality reels and cans 
are preferred by... 


the customers 


of... 


WiLtpDInGe 


For Business 


Only Compco offers “a new dimension in 
quality” recognized and accepted by leaders 
in the movie making industry. Compco’s su- 
periority is attributed to a new, major 
advance in film reel construction—result - 
ing in truly professional reels that run 
truer, smoother, providing lifetime protec - 
tion to valuable film. Compco reels and 
cans are finished in a scratch-resistant 
baked-on enamel, and are available in all/ 
16 mm. sizes—400 ft. thru 2300 ft. For details 
and prices write to 


COMPCO corporation 


1800 N. Spaulding Ave., Chicago 47, Hi rd 


For the Finest A-V Products 


Look to Business Screen Ads. . 


High-Speed Congress a Major Achievement 


Twelve Countries Participate in 5th International Program 


‘i PROGRAM for the recent 
(October 16-22) Sth Interna- 
tional Congress on High-Speed 
Photography at the Sheraton Park 
Hotel, Washington, D. C., was as 
rewarding and valuable as it was 
varied. 

The Congress, sponsored by the 
Society of Motion Picture and 
Television Engineers, had _ the 
unanimous endorsement of the 
United States House of Repre- 
sentatives, which concurred in a 
Senate Resolution declaring the 
worth and importance of the Con- 
gress, and urged that “all inter- 
ested agencies of the Federal Gov- 
ernment should participate active- 
ly to the greatest practicable ex- 
tent.” 

Chairman of the Congress, Dr. 
Max Beard, of the Naval Ord- 
nance Laboratory, Silver Spring, 
Maryland, selected outstanding 
men in the field for the Technical 
Program Committee. 

Members are: Richard O. Pain- 
ter, General Motors Proving 
Ground, associate papers program 
chairman; Dr. J. S. Courtney- 
Pratt, Bell Telephone Laborato- 
ries, associate program chairman 


FIRST AND FOREMOST 
AUTOMATIC 
SLIDE PROJECTOR 


SELECTROSLIDE 


SL-SERIES 


for papers abroad and editorial 
chairman of Congress proceed- 
ings; Morton Sultanoff, Ballistic 
Research Laboratories, associate 
program chairman for Congress 
sessions; James A. Moses, U. S. 
Army Signal Corps, associate pro- 
gram chairman in charge of film 
showings. Prof. Dr.-Ing. Hubert 
Schardin, director of the German- 
French Research Institute, was 
deputy chairman of the Congress 
and the National Delegate from 
West Germany. 


Over 125 Papers Offered 

More than 125 papers were 
submitted for presentation at the 
Congress, and as many as pos- 
sible were accepted. The Congress 
intends to publish in a single vol- 
ume all papers accepted, with ab- 
stracts in the three official lan- 
guages of the Congress—English, 
German, and French. The topics 
ranged widely over the fields of 
research, development of new 
equipment and techniques, and 
applications in fields from biology 
to ballistics, aero-dynamics to ma- 
chine analysis, x-rays to data re- 
duction, and microscopy to space 
technology. Technical papers were 














submitted from twelve different 
countries, representing the parti- 
cipation of National Delegates. 

Motion pictures were an impor- 
tant part of the program. Films of 
techniques and applications illus- 
trating the various concepts of 
high-speed photography and scien- 
tific studies were used as session 
openers, and technical motion pic- 
tures were also shown during 
some of the paper sessions by the 
authors. 

Modern IBM Wireless Transis- 
tor equipment was employed for 
simultaneous interpretation of the 
program in the three official Con- 
gress languages. A small tran- 
sistorized radio with earphones 
was made available to each regis- 
trant. 


President Extends Greetings 


President Eisenhower extended 
his best wishes for the Congress in 
a letter to Dr. Norwood L. Sim- 
mons, President of the SMPTE: 

“The delegates attending this 
Congress have made noteworthy 
contributions in their special fields 
of scientific research and engineer- 
ing. It is my hope that their meet- 
ing in our Nation’s Capital will 
prove of mutual benefit to all 
through the free exchange of in- 
formation and ideas.” Ly 


Four million slide changes and still going strong — this unheard 
of operation without servicing. This simply stated, is YOUR 
assurance of RELIABILITY and FAULTLESS OPERATION. 
Models available for reversible —1200-watt lamps —16 or 48 or 


96 slides —Film strip accessory also available. 


The SELECTROSLIDE may be used in the office, or the smallest 
class room or in the largest auditorium, synchronized with tape 
recorders for either one-time or continuous lectures, advertis- 
ing or sales presentations. Write today for illustrated literature 
and name of nearest dealer. 


spindler 
sisauppe 


Established 1924 


2201 Beverly Boulevard 
Los Angeles 57, California 
Phone: DUnkirk 9-1288 


MANUFACTURERS OF SELECTROSLIDE CONTINUOUS AUTOMATIC SLIDE PROJECTORS 
‘‘Merit Award Winner’ at the Brussels World's Fair. 
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Whose films will the “viewing millions” watch tonight? 


At club, church and group meetings all over America 
sponsored motion pictures are on the agenda. Tele- 
vision stations are filling valuable public service time 
with films from industry. It might be a film on steel- 
making or bridge building or rocketry. It might show 
the world beneath the sea or beyond the strato- 
sphere. But whatever the subject, industry-sponsored 
motion pictures are reaching attentive, retentive 
audiences — in the millions, night after night. For 


Ar ASSOCIATION FILMS, INC. 


Executive Offices: 347 Madison Ave. 
New York 17, WN. Y. 


, ae 
/ Sales and Distribution Offices: 
ARS 


Ridgefield, N. J. (Broad at Elm), 
YEAR’ La Grange, Ill. (561 Hillgrove Ave.), 
serenica 94M Francisco, Calif. (799 Stevenson 
St.), and Dallas, Texas (1108 Jack- 
son St.). 


gut Joes 


“America’s First ,National Distributor 
of Films from Industry.” 
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Company or Organization 
Street 


RS 


50 years Association Films has specialized in getting 
industry’s story on the motion picture screens of 
America. Today the potential is greater, more chal- 
lenging, and more exciting than ever. Send for “THE 
VIEWING MILLIONS” a free 24-page brochure and 
find out how the story of YOUR COM- 
PANY and its product and services 
can reach American audiences. 


Please send me “THE VIEWING MILLIONS.” 
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C0 | would like information about your exclusive ANNUAL BUDGET PLAN of dis- 
tribution and its BONUS TV feature. 








“Hiow to sell 
CREATIVELY” 


.anew DARTNELL film 
that clearly demonstrates the 
four principles of creative 
salesmanship 


.. SELL MORE 


SELL NEEDS 


SELL UP 


.. SELL NOW 


. shows you how to apply these 
aids to your specific sales needs! 
Realistic ...dramatic. . . factual 

“HOW TO SELL CRE- 
ATIVELY” draws the salesmen 
in the audience right into the pic- 
ture. Built around actual sales 
employing successful creative 
selling methods, ‘HOW TO 
SELL CREATIVELY” shows 
salesmen just what creative sell- 
ing is and how to use it to build 
more sales. Four effective dram- 
atizations show salesmen how to 
SELL MORE ...SELL NEEDS 

SELL UP ...and SELL NOW. 


This film is designed for easy in- 
corporation into the training 
program of every sales organiza- 
tion. Use it as a feature item at 
sales training sessions, or as a 
program “break” at your next 
regular sales meeting or conven- 
tion. It is equally suited to the 
special problems of training 
dealer and jobber personnel as 
well. No other film defines crea- 
tive salesmanship as clearly or 
goes as far toward helping sales- 
men put creative ideas to work 


A 30-minute, 16mm motion 
picture. Available for outright 
purchase or rental. 

Details on request. 


DARTNELL 


1801 LELAND © CHICAGO 40, ILL 
‘HEADQUARTERS FOR SALES TRAINING FILMS’ 


Help for disaster victim and an anxious mother—as pictured in “The Quality of Mercy” 
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One of Year's Finest Human Relations 


Pictures Aids Chicage Community Fund 


“The quality of mercy is neither strained 
nor strange’—it is full, wide-reaching, and 
welcomed by those who need it. And more 
and more of those who need it in Chicago are 
receiving it as doors open to them, bringing 
them the help and relief of the Crusade of 
Mercy. 

The Quality of Mercy, the 1960 Crusade of 
Mercy campaign film, is a powerful motion 
picture that brings to the heart the message of 
the thousands of Chicagoans who are in ur- 
gent need of aid and counsel—the under- 
privileged, the lonely, and the ill. The sweep- 
ing eye of Chicago’s Palmolive Beacon looks 
on the city’s splendor, and on its squalor, but it 
can’t help the people it sees. 

All of the people of the city, however, can 
help them through the Crusade of Mercy, the 
campaign of the Community Fund-Red Cross 
Joint Appeal of Chicago, Inc. As the organi- 
zation behind the fund drive, they have spon- 
sored an excellent appeal on film, which is 
showing to employees in Chicago factories, 
plants and offices who will see the film at their 
place of employment, on company time, as 
part of the company campaign for the Cru- 
sade. In addition, the Chicago television sta- 
tions will show the 13'4-minute film several 
times during the campaign, and prints will be 
distributed to governmental agencies, welfare 
and educational institutions. 

Filmed in black and white by Fred A. Niles 
Productions, Inc., of Chicago, The Quality of 
Mercy features a cast composed entirely of 
people served by Crusade of Mercy agencies 
who gave their time without cost. Dramatic 


lighting is used throughout, and representa- 
tive sets are used in some sequences to con- 
vincingly portray situations not often seen by 
many people in this city. Touching stories are 
told in capsule form to familiarize the viewer 
with the work of the Crusade of Mercy, and to 
tell what it means to show mercy to the handi- 
capped and ill, to restless, apathetic youth and 
the lonely aged, to victims of disaster, to vet- 
erans and to homeless children in nurseries. 
The Quality of Mercy, written and produced 
by Edith Klaeser, directed by Gordon Weisen- 
born, with camera work by Andy Costegian, 
will be distributed by Crusade of Mercy head- 
quarters for showings until the end of Novem- 
ber, through the duration of the campaign. & 
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a space-age A-V tool for 
teaching, sales, exhibits 
* Shows Brilliant Picture on Big Screen in 

Normal Daylight 

16mm, Rear Projection, High Fidelity 

Sound 

Self-Contained and easy to use 

Moved and Stored with Ease 
* Any Room Can Be An Audio-Visual Room 
WRITE TODAY FOR COMPLETE INFORMATION 
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FILM & EQUIPMENT CO. 
214 SO. HAMILTON ST. @ SAGINAW, MICHIGAN 
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YOU DON’T HAVE TO FLOAT A LOAN... 


i possible to make the kind of film 
you need on a budget you can afford. 
We, at Coleman Productions, have been 
doing it for years, since 1935 to be exact. 

The secret? It’s no mystery ... we've 
simply perfected the knack of extract- 
ing every ounce of value out of every 
cent of our clients’ money (we spend it 
as if it were our own). We know how 
to cut away the excess fat from each 
step of movie production...how to 
economize on everything except 
Proof? Our films have 
awards in competition with the most 


quality. won 


COLEMAN PRODUCTIONS 


75 West 45th Street, New York 36, N.Y. CIrcle 5-9080 
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to have a film made! 


expensive productions. 

Good taste and sound merchandising 
are intangibles, but their effect on a 
film is concrete. We have an uncanny 
instinct for infusing our films with 
creative writing, inspired direction, 
dynamic editing and superb music scor- 
ing. When the finished product is pro- 
jected on the screen, we always feel a 
glow of pride and our client always 
feels a glow of satisfaction with a film 
that is both artistic and, what’s more 
important, tells our client’s story with 
the greatest effectiveness. 





Our clients range from modest firms 
taking their “first plunge” with a 
simple five minute film, to industrial 
giants like Pan American World Air- 
ways and Olin Mathieson for whom 
we've produced, respectively, location 
films from Norway to Tierra del Fuego, 
and an epic of one of the world’s largest 
aluminum plants (the latter took over 
two years). 

Why not take a few moments off and 
see for yourself. No obligation, of 
course. No bother to us...we enjoy 
showing our films. Write or phone. 


SOME OF OUR RECENT AWARDS 


THE CHRIS AWARD 1959 — 1960 
THE BLUE RIBBON AWARD 1960 





ONE i 0 -..and points North, South, East and West... wherever 
films are being made, wherever top camera men insist 


upon completely dependable rented equipment... 
there you find equipment by Florman & Babb! 


FLORA AN 
& BABB. IxC, 


On location in the heart of the Ghana jungle, Karl 
Malkames (left), Cameraman, and Gene Boesch (right), 
Ass't Cameraman (both of the N. Y. IATSE, Local 644), 
pose for a snapshot. The F & B accessory case in the 
center is carefully guarded by our new Ghanese vice- 
president. 


ano 1 ane DRAsewes 


We love to receive cards like this from our friends all 
over the world. it makes us proud to know that we've 
done our best to insure a successful film, made under 
difficult conditions ... where our meticulous maintenance 
and careful checking of equipment really pays off. Wher 
ever you are ...whenever you need equipment... for 
complete dependability, ask for Florman & Babb. 


SERVING THE WORLD'S FINEST FILM MAKERS 


FLORMAN & BABB, INC. 


68 West 45th Street, New York 36, New York - MUrray Hill 2-2928 


Hollywood Studios, USC Hold 
Classes to Benefit Animation 
%& Faced with a shortage of 
trained personnel to produce ani- 
mation sequences for documen- 
tary films, TV commercials, and 
features, the Hollywood animation 
industry and the University of 
Southern California are cooperat- 
ing in a unique course of study in 
animation and techniques. 

Twenty studios have contrib- 
uted $400 each to the program, 
the only one of its kind in the 
nation. The money will be used to 
furnish teaching materials and 
eventually provide scholarships for 
the program. 

The USC department of cinema, 
cooperating with the fine arts de- 
partment, is offering five night 
courses beginning this fall. In- 
structors are top men from the 
animation industry in Hollywood, 
who will serve as a paid faculty of 
the University College, the eve- 
ning division of USC. 

Offer Five Study Courses 

Courses of study and the in- 
structors are: 

—Filmic Expression, taught by 
Les Novros, organizer and owner 
of Graphic Film Corp. Novros 
studied at the National Academy 
of Design, and had a contract with 
Walt Disney from 1936 to 1941 
when he established his own busi- 
ness. 

—Animation, with instructor 
Art Babbitt, director of animation 
and co-owner of Quartet Films. 
He animated Mr. Magoo in at 
least ten of his mc — successful 
films, and was with Disney from 
1932 to 1947 as supervising di- 
rector and animator. 


Cinema Design and Production 

—Cinematic Design, taught by 
Paul Julian, co-owner of Quartet 
Films. Julian started in animation 
at Warner Bros., and was a free- 
lance artist and exhibitor. 

—Elements of Production, with 
instructor Leo Salkin, writer-di- 
rector for Format Films, Inc. 
Salkin is also a film animator, 
photographer, and cartoonist. His 





Use FilMagic All Ways! 


—FilMagic Cloths Hand-Clean Films, Records. 
—FilMagic Tapes for Film Cleaning Machines. 
—FilMagic Pylon Kits for Tape Recorders. 


—FilMagic Pylon Kits for 16mm SOF PRO- 
JECTORS. 


—Get Best Results With FilMagic Silicones! 





MANUFACTURED & GUARANTEED BY 


THE DISTRIBUTOR’S GROUP, INC. 
204 FOURTEENTH STREET, N.W. 
ATLANTA 13, GEORGIA 
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credits include the writing and 
directing of the Academy Award 
nominee, Pigs Is Pigs. 

—Problems in Camera, taught 
by Ray H. Thursby. Currently 
with Anicam, he was a cameraman 
for many years with Pacific Pro- 
ductions, the Army, Disney, In- 
dustrial Films, and assistant direc- 
tor at UPA. 

It is hoped that these practical 
courses of instruction will help 
replenish the supply of trained 
animation personnel. ig 

* * * 


Williams, Brown & Earle Holds 
75th Anniversary Open House 

In observation of its 75th anni- 
versary, Williams, Brown & Earle, 
Inc., 904-906 Chestnut St., one 
of Philadelphia’s oldest specialty 
houses, held an Open House for 
the public October 18 and 19. 

Demonstrations by major man- 
ufacturers in the fields of photog- 
raphy, audio-visuals, laboratory, 
optical, engineering, drafting and 
weather instruments were some 
of the features. “We are dedicat- 
ing our anniversary celebration to 
the public, who made this event 
possible,” said Peter Abrams, 
president. 

Williams, Brown & Earle sold 
photography in the days of the 
glass wet plate, started the minia- 
ture camera clubs in the Delaware 
Valley, invented the continuous 
blue-print machine, had the city’s 
first X-Ray machine, received 
numerous awards, and was one of 
the first to merchandise labora- 
tory instruments, such as micro- 
scopes and engineering and draft- 
ing supplies. ba 

* * * 
Hugh Ralston to Manage Ad 
Dept. at Ford International 

Hugh C. Ralston, who has been 
active in audio-visual affairs for 
the Ford Motor Company for 
several years, has been appointed 
manager of the advertising and 
sales promotion department of 
Ford’s international staff. His pre- 
vious assignment was manager of 
the television department, adver- 
tising and public relations staff. @ 
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New Kalart/ Victor Improves 16mm Programs 3 Ways 


This classroom photograph reveals three common 
audio-visual problems—and how they are best 
solved by the new Kalart/Victor. 


1. Hard-to-darken room. Only a projector with 
the superior light output of the Kalart/Victor 
could assure adequate screen brightness. Its rede- 
signed shutter alone increases light output 12%. 
For even more light, a 1200 watt lamp may be used. 


2. Distracting Projector noise. The new Kalart/ 
Victor is the quietest running 16mm sound pro- 
jector ever built. Even students closest to the 
projector are undistracted. 


newest name in 16mm sound projectors 


VICTOR ANIMATOGRAPH CORP., Div. of Kalart 


Plainville, Connecticut 


3. Choice in speaker placement. While the 
speaker is next to the screen in this classroom, 
the film could have been shown without ever 
removing the speaker from the projector. Only 
Kalart/Victor offers the new door-mounted speaker 
which can be left closed on the projector, or 
detached. 


Other major Kalart/Victor improvements in- 
clude truly magnificent sound quality, once-a-year 
lubrication, and brighter than ever stills. Choose 
from models with 15-watt or 25-watt amplifier. 
Ask your authorized Victor Dealer for a demon- 
stration soon. 


Free booklet, How Industry Profits from Sound Films. For your 
Div. of 


copy, mail coupon to Victor Animatograph Corp., 
Kalart, Plainville, Conn. Dept. 132 
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CUTS CAN MEAN 
INFECTIONS 


And supposed wrongs in the 
minds of your employees, based 
on misunderstandings and lack of 
facts, can mean trouble. 

Stop it before it gets started . . . 
by developing supervisors who 
are alert to detect grievances... 
who have the know-how to handle 
them with aa appreciation of 
human feelings. 

Develop trouble-stopping super- 
visors with: 


“HANDLING GRIEVANCES” 


part of an outstanding sound slide 
program SUPERVISOR TRAINING 
ON HUMAN RELATIONS, which 
includes: 


@ “THE SUPERVISOR'S JOB” 


@ “INTERPRETING 
COMPANY POLICIES” 


@ “THE SUPERVISOR 
AS A REPRESENTATIVE 
OF MANAGEMENT" 


® “INDUCTION AND 
JOB INSTRUCTION” 


@ “MAINTAINING 
DISCIPLINE” 


@ “PROMOTIONS, 
TRANSFERS AND 
TRAINING FOR 
RESPONSIBILITY” 


@ “PROMOTING 
COOPERATION” 


Write for details concerning preview 


Guided FILM Missiles 


ROCKET 


j “_ 
| ee DP 


INC 


PICTURES 


6108 Santa Monica Boulevard 
Hollywood 38, California 
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BRIEF REVIEWS AND COMMENT ON CURRENT INFORMATIONAL FILMS 


Animation, Jazz Tell Story of 
Railroad’s Electronic Yards 

* A jazz “combo” in a train 
yard? Why not? This brand of 
lively musical background is fea- 
tured in an animated cartoon re- 
leased by New York Central rail- 
road. 

Road to the Future, a 7-minute 
motion picture in color and sound 
tells the story of the Central’s 
electronic freight yards. A humor- 
ous mood is used to describe a 
freight car’s trip through one of 
the Central’s four new electronic 
classification yards. 

Produced by Pendulum Pro- 
ductions, Road to the Future was 
premiered recently for newsmen 
and shippers at the opening of the 
Central’s $11,000,000  electron- 
ically-controlled Big Four Yard at 
Indianapolis. The film will be 
shown at New York Central’s ma- 
jor passenger terminals, and prints 
are available for service and civic 
clubs on the Central’s line, local 
rV_ stations, and Central em- 
ployees. Le 

+ * cd 
Hospital Use of Paper Products 
Told in 2 Dixie Cup Slidefilms 

The increasing market for 
paper products in The Most Im- 
portant Building in Town, the 
hospital, is the subject of two new 
sound slidefilms produced by Dixie 
Cup Division of American Can 
Company. 

Both films are part of one sales 
program; one film is for showing 


to hospital administrators and 
dieticians, emphasizing the ad- 
vantages to hospitals of complete 
paper food service. The second 
film is aimed at purchasing agents 
and other personnel, and covers 
all the services paper renders in 
hospitals—for feeding, medica- 
tions, snack bars, bedside water 
service, dentures, etc. 

A promotional program of this 
nature is very timely; modern 
hospitals are using more and more 
single use paper items as fast as 
they are produced, the film points 
out. “The reasons are obvious: 
sanitation—used once and de- 
stroyed; saves time and labor; no 
washing or sterilizing; always 
available, with no waiting for sup- 
plies, and the risk of cross-infec- 
tion is reduced to a minimum.” 

The Most Important Building 
in Town emphasizes the public re- 
lations advantages in using sani- 
tary paper service, and suggests 
several new ideas for usage. The 
films are available for showing to 
hospital or paper wholesaler per- 
sonnel through Dixie Cup sales 
representatives. Lad 


* * * 


General Electric Film Series 
On Metropolitan Transportation 


The first and second parts of 
a series of ten-minute film editori- 
als by General Electric have been 
produced. The project is designed 
to alert metropolitan areas to the 
growing traffic crisis and the neces- 
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MOOD C 
and 
TITLE MUSIC 


For Every Type of Production 
EITHER ON A “PER SELECTION” OR “UNLIMITED USE” BASIS 


For Full Details Write, Wire or Phone 


AUDIO-MASTER Corp., 17 EAST 45th ST., N. Y. 17, N. Y. 
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PARTHENON PICTURES 
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HOLLY WOOD 


A FILM PROGRAM FOR 
INTERNATIONAL 
HARVESTER 


“HEADLINE FOR HARPER”—a 
dramatized color documentary high- 
lighting 50 years of progress in the 
field of Public Works as a special 
tribute to the unsung heroes in that 
profession who make living safer, 
healthier and more comfortable for 
the American public. Starring Mike 
Keith and Dee Carroll. Color, 40 
minutes; black and white television 
version, 29 minutes. 


. @ 2 


AND A LETTER FROM 
MR. DON HERRICK 


Recently Retired 
Executive Secretary, 
AMERICAN PUBLIC WORKS 
ASSOCIATION 


August 25, 1960 


Mr. Charles Palmer 
Parthenon Pictures 
Hollywood 


Dear Cap: 
YOU DID IT. To take a subject as 
prosaic as Public Works and produce 
a picture which brings a tear to 
your eyes, takes the work of a 
genius. You are. 
“HEADLINE FOR HARPER?” is a 
real contribution to the public works 
field, it is a tribute to those engaged 
in public works activities and also 
a tribute to International Harvester, 
who had the vision and money to 
make it possible. 
As for me, you know how I feel 
about it. The idea for such a picture 
had been running in my mind a long, 
long time and I often wondered if 
it would ever become a fact rather 
than just a thought. I sure was 
happy that I could be in New York 
for the event. It was just wonder- 
ful. Thanks for doing the job as I 
had hoped it would be done. 
With many thanks and the best best 
wishes to you, I am 

Sincerely, 


DON HERRICK 


NEXT MAJOR RELEASE 
“LOCKED ON” 


Feature-length sem i-documentary 
dramatizing the RELIABILITY 
campaign of a major missile and 
astronautics organization to its 
employers, vendors, and field crews. 
Featuring Jack Mondeux, Peggy 
Stewart and Robert Shayne. Color. 
Release around Nov. 15th. 


PARTHENON PICTURES 


Cap Palmer, Executive Producer 
2625 Temple St. @ Hollywood 26 
In Chicago: Phone RAndolph 6-2919 
Detroit: Phone WOodward 3-4888 
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sity of immediate coordinated 
transportation planning. 

The first film, Everyone's Ex- 
press features the centralized met- 
ropolitan transit systems of cities 
which have put planning to work 
in rails and buses—San Francisco, 
Toronto and Chicago. 

The second installment, Getting 
Your Right of Way, outlines a 
logical method for alleviating 
traffic problems, and details typi- 
cal steps community-minded citi- 
zens must take to improve the 
transportation situation in their 
cities. 

Wilding Inc., produced the 16- 
mm black-and-white sound films; 
they are available for group show- 
ings from Association Films, dis- 
tributor. > 

* * of 
Film Tells National Benefits 
Of TVA’s Development Program 

National benefits derived from 
the Tennessee Valley Authority’s 
resource development program 
are presented in a new color mo- 
tion picture produced by TVA. 
TVA and The Nation uses the 
Tennessee Valley region as an ex- 
ample of how strengthening of an 
area adds to national strength. 

Among the points described 
are: TVA’s flood control benefits 
to lower Ohio and Mississippi 
Valleys; how inland waterway 
benefits are extended to 20 states; 
how half of TVA power produc- 
tion directly aids national defense; 
and locally, that the Valley is now 
the No. 1 customer for electrical 
appliances. 

Black and white prints of TVA 
and The Nation are available for 
television use. Other bookings 
may be made through the TVA 
Information Office, Knoxville, 
Tennessee. aa 





A SUBSTANTIAL INCREASE 
IN EARNINGS 


is offered to a man who controls 
business through a partnership ar- 
rangement in the production of 
picture or pictures he controls. He 
will have no financial responsi- 
bility—make no investment. The 
New York area producer who of- 
fers this opportunity has a long 
term record of producing high 
quality pictures for scores of lead- 
ing industrial companies, govern- 
ment agencies and other sponsors. 


Write in confidence to: 
Box BS-60-6A 
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Mary Pickford in Pollyanna, 1920 


...40 years serving the film industry 


When Mary Pickford starred in Pollyanna ‘way back in 1920, 


Consolidated Film Industries was formed, and has played a leading 


role in the film processing industry for 40 years 
CFI is a complete film laboratory, offering every service necessary 


for superior film processing 


For film processing at its best: specify CFI. 


1960 


ocfi 


CONSOLIDATED FILM INDUSTRIES 


959 SEWARD ST., HOLLYWOOD 38, CALIFORNIA 
521 WEST 57th STREET, NEW YORK 19, NEW YORK 


HOliywood 9-1441 Circle 6-0210 





One phone call... 


...solved two big retail 
demonstration problems for Johnson 


Johnson asked: How can we get 
dealers to use motion picture 
demonstrations of outboards? 
Bell & Howell joined with Johnson to create a special 
promotional package built around the famous Filmo- 
sound 16mm projectors. Johnson salesmen took it into 
the field, used it to convince dealers of the ease, speed and 
economy of showing prospects, demonstrations on film. 


FINER PRODUCTS THROUGH IMAGINATION 


2. Keeping the 

plan in action! 
Bell & Howell, with the largest 
nationwide network of Audio-Visual representatives, pro- 
vides Johnson dealers with expert service and on-the-spot 
training. These are just two examples of Bell & Howell 
A-V service in action. Call or write us for details on how 
our products, experience and service can work for you. 


> Bell & Howell 


7108 McCORMICK ROAD, CHICAGO « AMBASSADOR 2-1600 
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AN HISTORIC PROLOGUE TO 


Labor’s Road Ahead 


Sponsor: The AFL-CIO. 


TitLe: Land of Promise, 27 
min., b/w, produced by Joel 
O’Brien Productions. 


x Totting up its accomplishments 
in this film, labor points out that 
at last most working men can af- 
ford to buy what they produce. It 
wasn’t always so, and without or- 
ganization it might never have 
come true. 

For 20 minutes, Narrator Mel- 
vyn Douglas traces labor’s back- 
grounds, the long road to the dig- 
nity and security enjoyed by 14,- 
000,000 union men today. 

Lest any AFL-CIO member 
feel too satisfied about this, how- 


AFL-CIO President Meany 


ever, President George Meany ap- 
pears in the film to point out that 
the job has only begun—Ameri- 
can labor can never rest while 
there are slums, while migrant 
workers must live and toil under 
harsh and cruel conditions, while 
old people lack proper comfort 
and care, while schools are inade- 
quate, and while the stain of seg- 
regation soils our national image. 

Some skilled film-makers took 
part in this production: William 
Buckley, director; Richard Bag- 
ley, photography; and Ted Lowry, 
animation — among others, and 
the result of their effort is evident 
in a well-made film. Buckley has 
used a technique of carefully fus- 
ing together old prints, photo- 
graphs and other graphics into 
moving sequences of early labor 
history. 

Distribution of the film kicked 
off on the Sunday before Labor 
Day when the ABC network tele- 
cast the film. Many local stations 
used it on the following day. 

The sound of labor—in this as 
in ever so many other labor films 
—is a folk singer and a twangy 
old up-country guitar. Ld 
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How Federal Aviation Agency Is 
Expanding Audio-Visual Program 


20 New Films in Production on Training, Research Problems 


HREE YEARS AGo, the Federal 
Aviation Agency (which was 
then CAA) had only a 
small projection theatre in a tem- 
porary building beneath the 
shadow of the Washington Monu- 
ment—and had produced only 
one short film which was narrated 
in French! Today, nearly a dozen 
pictures have been completed by 
the FAA and close to 20 new ones 
are on the boards for production 
and bid by the film industry and 
other suppliers. 

As Deputy Administrator James 
T. Pyle has indicated (see box on 
next page), FAA is using films 
extensively as educational and 
public relations tools in many 
areas. 

Bureaus, Offices Need Films 


Specifically, motion pictures are 
being produced to meet the grow- 
ing needs of the bureaus and of- 
fices which comprise this growing 
and important Federal agency. 
The FAA estimates that its nation- 
wide staff will reach 42,000 by 
June, 1961. These include the 
Bureaus of Air Traffic Manage- 
ment; Facilities & Materiel; Re- 
search & Development; Flight 
Standards; Aviation Medicine; and 
National Capitol Airports as well 
as the Offices of Public Affairs, 
General Training, etc. 

“After we receive a request 
from one of these Bureaus or 
Offices for a film, and after this 
request is approved, scripts are 
written within the Agency or let 
out on contract. In practically all 
cases, bidding for production is 
on completed scripts only,” em- 
phasizes George Mathieu, Chief 
of the Film Production Section 
who, until recently, ran a “one 
man” motion picture operation 
for FAA. 

Topping off the list of new films 
in production at this time is Flight, 
a 28-minute color film of the FAA 
story, being produced by Vision 
Associates, New York City, from 
the script by Lee Bobker. Accom- 
panying Vision’s crews on location 
all over the U. S. is Tony Jowett, 
newly-appointed audio-visual spe- 
cialist for FAA’s Public Affairs 
Office. 

For the Bureau of Research & 
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Development, The Path From the 
Sky will be produced by Norwood 
Studios of Washington. This 28- 
minute color film was written by 
Harry Muheim and will tell about 
all-weather landing system devices. 

Jet Traffic Military, produced 
by Monumental Films & Record- 
ings of Baltimore and written by 
Spence Bostwick of Planfilm, 
Washington, is a 14-minute black 
& white motion picture which will 
be used by the military as well as 
the FAA. Jet Traffic Civil, shot in 
both color and black & white by 
Basore-Longmoor of Kansas City, 
was written by Harold Clover. 

Aircraft Familiarization Series 

Wilding, Inc., will produce a 
package series of motion pictures 
on Aircraft Familiarization for use 
by FAA and all three branches of 
the armed forces. These have been 
written by Bill Betts of Betts- 
Cummins, Washington, D. C. 

For the Bureau of Personnel & 
Training, Wilding has lensed color 
film at two locations in Oklahoma 
for segments of a 30-minute pic- 
ture titled In These Hands. Pho- 
tography for this film, which urges 
electronic maintenance personnel 
to increase their knowledge to 
meet the exploding technology of 
the future, has been completed at 
Idlewild Air Terminal in New 
York by George Mathieu who 
wrote the script. 

Wilding will also produce The 
R and D Story, scripted by Spence 
Bostwick, to tell about FAA’s 
tremendously varied programs in 
research and development. This 
film will show the Agency’s fan- 
tastic experimental testing center 
in Atlantic City. 

In addition to films made in the 
studios and on location by leading 
commercial producers, the Motion 
Picture Service of the U. S. De- 
partment of Agriculture is filming 
two FAA pictures. 

Other Important Subjects Ahead 

And out for bid to producers 
now are two additional titles: 
Instant Communications, written 
by Eddie O’Brien and The Eye of 
the Needle, by John O'Toole. Two 
other scripts, covering extremely 
technical phases of air traffic con- 
(CONTINUED ON NEXT PAGE) 
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Producer Robt. Steele shot this scene for a New Zealand National 
Airways film—high above volcanoes of North Island (see p. 40) 
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Films and Related Audio-Visual Media Help Promote 


Travel, Train Employees Among Worldwide Carriers 


These survey pages on the air transport industry’s 
extensive use of filmed media have timely implications. 
They appear in an era of transition from piston to jet 
power; at a time when world attention is focussed on 
dwindling boundaries; when outmoded films must be 
replaced with top-quality new pictures. Today’s finest 
airline travel films have a tremendous audience await- 
ing them in theatres, on television and among the half- 
million owners of 16mm sound projectors here at 
home. But airline film production is also wisely con- 
cerned with sales and technical instruction for the jet 


age; with research needs and safety education, recruit- 
ing and other problems which the film can help solve. 


Delta’s “Assignment DC-8,” was produced by Cate & McGlone, 
shows its new jet equipment now in use along the line (p. 34) 


Bs 





Films and the Airlines: 


FAA Audio-Visuals: 

31) 
trol and “en route” procedures are 
being written by Harry Muheim. 

FAA’s film production unit 
continues to turn out films at a 
fast pace on key technical sub- 
jects, recruiting spots for public 
service use on television, films on 
emergencies, airport operations, 
etc. Preparedness Pays Off, for 
example, was filmed for the Wash- 
ington National Airport and docu- 
ments airport procedures for the 
safe landing of a crippled airliner. 
In this film, probably for the first 
time anywhere, Mathieu used 
actual tape recordings of com- 
munications from a distressed air- 
liner to achieve highly-dramatic 
effects. 

At the present, the FAA film 
unit has completed a first progress 
report on Dulles International Air- 
port; it is currently producing an- 
other film titled The Care and 
Feeding of Microphones and has 
in work films on scan conversion 
and personnel requirements. 


(CONTINUED FROM PAGE 


Assists Film Producers 

Serving the film industry, as well 
as being served by it, the FAA 
Film Production Section provides 
assistance to producers with avia- 
tion footage, animation material 
and sound effects. For example, 
Mathieu’s group provided a pack- 
age of drawings, sketches and 
animation for Remington Rand's 
recent short film on Automation 
and Air Traffic Control. This 
RemRand production was written 
by Scripts by Oeveste Granducci. 

In the near future, FAA will 
have a library of special aviation 
sound effects recorded on quarter- 
inch magnetic track with portable 
battery-powered tape equipment. 

George Mathieu, who heads the 


expanded film project for FAA, is 
well known in the Capital for his 
writing, film work and animation 
on aviation subjects. He has been 
with THE New York Times, the 
Naval Photographic Center, and 
in the Air Photographic and Chart- 
ing Service of the U. S. Air Force 
before he assumed his present 
position with the old CAA in 
1957. m 


Audio-Visuals’ Role 
in the 


Federal Aviation Agency 


THE FEDERAL AVIATION 
AGENCY uses film, film strips 
and a variety of audio-visual 
devices both for training pur- 
poses and in our efforts to 
explain our many programs 
to the public. 

We have found that a 
carefully-planned and well- 
executed audio-visual pro- 
gram is an important part of 
an effective training and 
educational effort. 

James T. Pyle 
Deputy Administrator 
Federal Aviation Agency 





- tek - 
-~" 


yg 
“ a 


Film Serves the Civil Aeronautics Board 


| gph. after the tragic crash 
of a helicopter in Chicago, 
Civil Aeronautics Board officials 
gathered together to view a film 
which was shot by a camera 
mounted on a helicopter wing for 
the purpose of showing the effect 
of airflow on the “eggbeater” 
blades. This is standard procedure 
for CAB—to back up its findings 
with films whenever possible. 
Often, as in the case above, care- 
ful study provided enlightenment 
for the experts. 

“We are interested in any film 
which has anything to do with 
aviation safety, engineering, op- 
erations or electronics. Anything 
to help us with accident preven- 
tion,” says the Chairman of CAB, 
Whitney Gillilland, who has in- 
stigated a program for showing 
informational films each week to 
agency personnel. 

CAB studies films which they 
have made themselves and those 
on loan from the various aircraft 
companies; it draws heavily on the 
National Aeronautics and Space 
Administration film library which, 
(though it may surprise those who 
regard NASA solely as our “space” 
agency now), has hundreds of 
films directly concerned with aero- 


Whitney Gillilland, Chr. 
Civil Aeronautics Board 


dynamics for loan to government 
agencies, industry, colleges and 
universities and other interested 
groups. 

These films, which have been 
produced in NASA ’s research 
centers, cover a wide range of 
subjects. Those on “ditching,” for 
example, are used extensively by 
the airlines for pilot training. And 
—indicative of NASA’s interest in 
films—a page of film supplements 
is now attached to the unclassified 
documents and technical notes 
which are constantly fed to the 
airlines. Ly 


The New Air Transport Association Film 


On a stark black and white 
stage, hung with plastic jet models, 
and centered around a magic 
blackboard on which emerges un- 
usual stockfootage of the air age, 
Dr. Frank Baxter has narrated a 
new 1314-minute film titled Sound 
Progress for the Air Transport As- 
sociation, of Washington, D. C. 


It’s the story of how air trans- 
port contributes to community 
progress and serves the national 
defense. It’s a lucid demonstra- 
tion of complicated instrument 
landing systems. It’s a revelation 
of all that is being done by the air 
industry to follow noise abatement 
(CONTINUED ON PAGE 41) 


GROWTH STORY: AIR TRAFFIC CONTROL 


20-year growth span in Air Traffic Control 
activity is contrasted by 1957 photo (left) 


at Idlewild (N.Y.) Terminal Center and the 
1937 picture by FAA’s George Mathieu taken 


o7, at the old Newark ATC Center .. . 
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MERICAN AIRLINES, keeping 

pace with the air transport 
industry across the nation, is ex- 
ploring new potentials in audio- 
visual presentations for both the 
public and its employees. 

Motion pictures are being used 
for promotion and public relations 
purposes, and other a/v tools are 
also being produced and widely 
used for training and research 
within the company. 


New Picture on Stewardesses 


A recent color, wide-screen mo- 
tion picture sponsored by Ameri- 
can and produced by Filmaster 
Productions, Inc., is a dramatic 
visual exposition on American’s 
stewardesses and their training, 
designed to enhance air travel by 
American. In Come Fly With Me, 
American Airlines stewardesses 
are shown at the Company’s 
Training College in Fort Worth, 
Texas, at Filmaster’s studios in 
Hollywood, and on location in 
New York and Mexico City. This 
is one of several promotion films 
for American, and it is being 
shown nationally. 

Charles E. Skinner produced 
and directed Come Fly With Me. 
Maintains A/V Aids Branch 

One of the interesting applica- 
tions of internally-produced au- 
dio-visual aids at American Air- 
lines is the use of color-sound 
slidefilms for pilot qualification. 

This government-a pproved 
training system takes the place of 
actual visits and pattern fly- 
through by a pilot at an unfamil- 
iar airport. Shots for a qualifica- 
tion film are taken from helicop- 
ters, showing a bird’s-eye view of 
the approaches, precise letdown 
patterns, and area obstructions. 

These filmed sequences are sup- 
plemented with drawings to corre- 


American Airlines Uses Visual Media 


for Promotion. Training and Research 


late the data into an effective 
teaching aid. 


Unit Supervised by Sam Davis 


American’s internal production 
unit, the A/V Aids Branch of the 
Flight Department—under the 
direction of Supervisor Sam Davis, 
carries out research and produc- 
tion of training aids. Because 
much of the training information 
is quickly outdated due to im- 
provements and modification, the 
majority of audio-visual aids pro- 
duced by this unit are sound slide- 
films, 35mm _ color slides, and 


A/V Aids Supervisor Davis ex- 


amines test grooves on recording. 


8” x 10” overhead projection 
transparencies. When this often- 
changing training data needs mo- 
tion techniques, rapid sequencing 
methods of the slidefilm are used 
quite successfully. 

Motion pictures are also cre- 
ated for training purposes. Black 
and white sound “quickie” 16mm 
shorts are used for testing flight 
instruments in training flights. TV 


American Airlines A/V Aids studio at work. Supervisor Sam Davis is 
narrating track for Emergency Procedures training film while artist 
(left) checks animation sequence and booth man (r) watches recorders. 
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cameras transmit a reproduction 
of the actual instrument on a 
monitor screen, and synchronized 
motion picture cameras photo- 
graph both screen and test instru- 
ment. Color sound 16mm _ films 
utilize simple animation tech- 
niques to explain instrument land- 
ings and the operation of elec- 
tronic navigation aids. 

The staff of the production unit, 
all of whom have aviation back- 
ground in addition to technical a/v 
experience, try to put new, fresh 
approaches in the use of audio 
and visual aids in teaching. 

Extensive Training Research 


In addition to producing films, 
the staff does extensive research 
in the various phases of training, 
according to Supervisor Sam 
Davis. 

“Our research through the past 
five years has included such sub- 
jects as pilot hearing tests, using 
actual cockpit background noises 
with radio and _ across-cockpit 
voices in binaural sound for auto- 
matic self-administered and self- 
graded tests; the use of transcrip- 
tions in soap-opera form for mo- 
tivation, procedural and _ safety 
training; sleep-training for masses 
of technical data which must be 
committed to memory; proper bal- 
ance and coordination between 
various types of a/v aids in teach- 
ing a single subject; and the use 
of sound slidefilms and motion 
pictures with instruction and sec- 
tions for student response on 
equipment being taught, followed 
by sections for comparing action, 
procedure and accuracy.” 

Production facilities for Ameri- 
can’s audio-visual unit are set up 
at New York’s La Guardia air- 
port, with a specially designed 
layout of studio, equipment and 
projection rooms, and offices for 
production activity. Custom pow- 
er and audio wiring, special par- 
titioning, sound-proof glass win- 
dows and other improvements 
were incorporated into recon- 
verted office space to provide a 
setting for the extensive equip- 
ment used in audio-visual devel- 
opment and research. With these 
facilities, the staff produces the 
training aids which go to Ameri- 
can Airlines’ nine school and crew 
bases around the nation. ye 


At right: scenes from American's 
“Come Fly With Me” filmed at 
the Ft. Worth Stewardess College. 
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Films and the Airlines: 


Delta superintendent of flight op- 
erations is Capt. T. P. Ball . . 


Jet flight reactions are recorded in 
film: “Assignment DC-8.” 


Delta’s Jet Champions in Stellar Role: 


Other Films Aid Tourism and Employees 


ELTA AIR LINEs’ recent addi- 

tions to its motion picture 
program reflect the public con- 
cern and interest in the great ad- 
vancements in the air transport in- 
dustry—jets, the jet age, and what 
it means to people. 

Assignment DC-8 traces the 
development of an airlines com- 
pany from its beginnings up to 
the jet age through the story of 
the search for the holder of CAB 
Certificate No. 1. This recent 
Delta film was produced by Cate 
and McGlone, of Hollywood. 


Shown Along Jet Routes 


A vehicle for the promotion of 
Convair 880 jet service as it is in- 
augurated in different cities is 
Delta’s Introduction to a Cham- 
pion, also produced by Cate and 
McGlone. 

Delta proudly presents this film 
to show that they think of their 
880 as the champion in its field, 
just as there are acclaimed cham- 
pions in many other fields. Pro- 
duced through Delta’s advertising 
agency, Burke Dowling Adams, 


Inc., this film contains some 
breathtaking scenes of a Convair 
880 in night flight over San Diego. 

Employees See the Pictures 

In addition to showings for 
public groups, Delta uses these 
films for various employee groups. 
Sales clinics in cities scheduled 
for jet service feature screenings 
of the promotional films, and em- 
ployees at Delta’s general offices 
and main overhaul and mainte- 
nance base in Atlanta attend spe- 
cial showings of the films. Intro- 
duction of new employees to Del- 
ta Air Lines is accomplished with 
showings of the film This Is Delta. 

Colorful travel films produced 
by Delta give the public scenes of 
areas that Delta Air Lines serves, 
such as The Great New South, 
Venezuela, and Island Hopping in 
the Caribbean. 

Other Films in Delta Library 

Delta’s film library includes, 
besides the films sponsored by 
Delta, motion pictures from other 
sources—Air Transport Associa- 
tion, International Air Transport 


Cate & McGlone production crew is set up to shoot one of the superb 
night scenes featured in Delta’s “Introduction to a Champion.’ 


Association, etc. General subject 
motion pictures on travel and fly- 
ing include Shell Oil Company’s 
Song of the Clouds, the Douglas 
Aircraft Company’s Birth of a 
Jet, and Convair’s Progress Re- 
ports on the production and test- 
ing of the Convair 880 jet trans- 
port. Bookings of Delta’s films in 
1959 tallied more than 3,100 
group showings, and the total 
1959 audience reached by Delta’s 
films was 220,596. 

Recently, Modern Talking Pic- 
ture Service exchanges have as- 
sisted the airline in developing 
audiences. 


Luxury service aloft is pictured in 
“Introduction to a Champion.” 


Eastern Airlines Has Audience Winners 


_ = power of the film medium 
for sales promotion force is 
being used by Eastern Air Lines. 
Through public showings of color- 
ful, interesting promotional films 
to potential customers, Eastern 
notes a favorable response in the 
increasing passenger business. 
Eastern maintains an extensive 
free film library available to social 
groups, business organizations, 
etc. One of Eastern’s films, pro- 
duced several years ago, attests to 
the quality of this airline’s pic- 
tures. Air Power Is Peace Power, 
narrated by Capt. Eddie Ricken- 
backer, chairman of the board and 
former president of Eastern Air 
Lines, Inc., is still being popularly 


booked, and since its release has 
been seen by millions of viewers, 
not including theatre and television 
showings. 

Flying With Arthur Godfrey, 
starring the radio-television per- 
sonality, is another one of East- 
ern’s still-popular films. Other 
travel films from Eastern are tour- 
ist features picturing calling points 
on Eastern’s routes—Miami, Mex- 
ico, Virgin Islands and Florida. 

At one time or another all per- 
sonnel at Eastern are shown films 
regarding safety, new service and 
equipment for purposes of indoc- 
trination and training. Emphasis 
is also put on the use of films in 
training of Eastern salesmen. & 


Films Help Lake Central to Qualify Pilots 


Motion Pictures Prove Less Expensive, Equally Effective 


oe oF GROWTH in airlines 
systems, Lake Central Air- 
lines, a local service carrier oper- 
ating out of Indianapolis, Indiana, 
has three separate cases before 
the Civil Aeronautics Board in ap- 
plication for additional routes 
which would triple the size of the 
airline. 

Part of the expansion program 
is the qualification of pilots to 
land at newly certificated airports. 
Several years ago, regulations re- 
quired that a pilot make a physi- 
cal entry into a new airport by ac- 
tually flying an aircraft into the 
field. 

First in Local Carrier Use 

Lake Central and several other 
airlines felt that a less expensive 
and equally efficient niethod of 
pilot qualification could be based 
on the use of motion pictures. 

The CAB was petitioned for 
the approval of the plan. When the 
petition was approved, Lake Cen- 
tral was the first local service car- 
rier and one of the first domestic 


Don Frye and camera setup. 


carriers to use films for 
qualification. 

Production of these films is 
handled by Donald Frye, Lake 
Central ground school instructor, 
who actually makes the trips un- 
der flight conditions. Using a light 
aircraft, he shoots approaches, 
outstanding area landmarks, gen- 
eral terrain characteristics with a 
16mm camera on a specially de- 


pilot 
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vised mount on the wing of the 
plane, whereby he can put one 
hand out the window and operate 
the camera. When the films are 
edited, additional visual informa- 
tion—stills, diagrams, charts and 
other art—is supplemented. 

In addition to these training 
films, Lake Central has a film 
available for public or special 
group showings entitled The Lake 
Central Story. Filmed at the In- 
diana University Radio and Tele- 
vision Center, the 25-minute mo- 
tion picture is a pictorial story of 
the inner workings of Lake Cen- 
tral. 

It recounts the step-by-step 
procedure, from a_ behind-the- 
scenes view, of what happens 
from the time the passenger makes 
a reservation to the time he ar- 


rives at his destination. The view- 
er is taken through accounting, 
reservations, flight control, stew- 
ardess and pilot training, mainte- 
nance and radio shops and pre- 
flight check in the cockpit. 

The conclusion is concerned 
with the local service carrier’s fu- 
ture in the jet age. This is espe- 
cially timely for Lake Central, 
since its fleet will include five 
prop-jet Convairs by the end of 
the year. 

The Lake Central Story supple- 
ments training films for the fa- 
miliarization of new employees, 
and any employee may use the 
film for special group showings. 
Story is also promoted through 
inter-employee competition to see 
who can reach the largest public 
audience. Tg 


Piedmont Shows Aircraft Makers’ Films 


— AIRLINES uses mo- 
tion pictures on a modest 
scale, but they do play a key role 
in the operations of this company. 
Films are used for training and 
public relations, and although 
other media are employed to a 
greater extent, the usefulness of 
films is recognized. Most of the 
films used by Piedmont are made 
available by aircraft manufac- 
turers with whom the airline deals, 
and are used for the purpose of 
training employees and for fa- 
miliarization with equipment. 


In some instances, these films 
are suitable for public showing 
and have been widely used in the 
introduction of Piedmont’s new 
F-27 prop jet equipment. 

Another area where motion pic- 
tures are useful is found in those 
of an industry nature available to 
Piedmont through the Air Trans- 
port Association and the Associa- 
tion of Local and Territorial Car- 
riers. With these films, Piedmont 
carries On community relations 
projects of a general scope to 
benefit the airlines industry. & 


Focus on Scenic Wonders at Wester Air 


genes SCENIC WESTERN areas 
of the U. S., Canada and 
Mexico, Western Airlines has a 
picture-maker’s paradise to draw 
on for its travel and promotional 
films. 

From the resorts of the Valley 
of the Sun, Phoenix, Arizona, to 
an auto race to the top of Pike’s 
Peak or Bust in Colorado Springs; 
from historical Montana, Amer- 
ica’s Last Frontier, the site of 
“Custer’s Last Stand” and Yellow- 
stone National Park, to San Fran- 
cisco, City on Seven Hills, the 
films of Western Airlines bring a 
wide panorama of the West. 

Several of the films feature va- 
cation trips conveniently accessible 
on a “Fly’n’Drive” plan, combin- 
ing travel by air and automobile. 


Each of the travelogs on the 
U. S. A. are in sound and color, 
and the various titles include a 
diversity of activities—a climb to 
the 16,000 ft. peak of Mt. Rainier, 
a trip underground into the Cave 
of the Winds, the roar of the blast 
furnaces in a steel mill, and the 
famed choir at Salt Lake City’s 
Mormon Tabernacle. 

A feature of Western’s sales 
promotion program is the series 
of 120 35mm color slides with 
matching commentary on tape, 
titled Fanciful Flight to Mexico. 

Distribution of Western’s films 
and the slide program is made 
through all major sales offices on 
the system, with extra prints re- 
tained in a “roving library” at the 
Los Angeles general offices. 


Canadian Pacific Offers Worldwide View 


RAVEL FILMS with subtle but 
effective “commercials” are 
among the Canadian Pacific Air- 
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line’s most important auxiliary 
sales tools. Color and sound mo- 
tion pictures produced exclusively 
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for CPA are real assets in this 
airline’s public relations—promo- 
tion program. 

Japan—Land of Enchantment, 
Holiday in Europe, and Holiday 
in Latin America, all produced by 
Hal Linker Productions of Holly- 
wood, are the travel films which 
give CPA’s public a graphic pic- 
ture of what to see, and where to 
go, in each of the areas filmed. 

In addition to these specially- 
made films, Canadian Pacific sup- 
plies various other travel titles, 
secured from several outside 
sources. They include such films 
as Wonderful Mexico and Our 
Islands of Hawaii. 

CPA keeps prints of its films 
supplied to all of the company’s 
sales offices throughout North 
America. Use of the film medium 
to promote sales is also carried on 
in major overseas cities along the 
airline’s route linking five conti- 
nents. 

Because this airline is a wholly- 
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owned subsidiary of the Canadian 
Pacific Railway, many of the sales 
offices in North America act for 
both the airline and the railroad, 
and these offices have available 
instructional and travel films which 
feature Canadian tourist attrac- 
tions. 

In addition to the promotional 
motion pictures which Canadian 
Pacific offers the public, extensive 
use is made of films for internal 
training purposes, particularly at 
the Company’s Air Age College at 
Vancouver International hea d- 
quarters. Here a variety of train- 
ing films are regularly shown to all 
types of airline personnel-in-train- 
ing, including pilots, air engineers, 
stewardesses and sales and traffic 
employees. 

Some of the subjects of CPA’s 
training films are: Flying the VHF 
Omni Ranges; Meteorology— 
Temperature, Pressure and Wind, 
and Aircraft Engines, Types, 
Mechanism, Oiling System. iy 


Versatile Audio-Visuals Aid at Trans-Canada 


Use Films, Slides, Transparencies in Promotion & Training 


b * Soe -ecmen te Is THE WorpD for 
Trans-Canada Air Lines’ use 
of audio-visuals. For outside pro- 
motion and internal training pur- 
poses, Trans-Canada successfully 
employs motion pictures, 35mm 
slides, slidefilms and overhead 
projection for their appropriate 
roles in a wide range of applica- 
tions. 

The TCA catalog of films lists 
over 100 titles available for both 
external and in-company use. 
Subjects are as diversified as are 
the applications of audio-visuals 
at TCA. 

Training a Major Field 

The bulk of films are in the 
category of training, and topics in- 
clude accident prevention, tech- 
nical information on aircraft— 
engines, maintenance, overhaul— 
flight training, salesmanship, 
supervisor training, work simplifi- 
cation. Besides motion pictures for 
use in training, various other tech- 
niques are drawn upon. 

Visual aids for pilot training 
include 35mm slides of airport 
runways and approaches. Learning 
the use of instruments is simplified 
and clarified via motion pictures 
made of instrument settings dur- 
ing test flights. Another part of 
flight-crew training, for stew- 
ardesses, includes the use of mo- 
tion pictures. 

Technical and mechanical in- 
formation for maintenance and 
service personnel is presented al- 


most exclusively by overhead pro- 
jection, a system which allows the 
instructor maximum flexibility in 
handling visuals for these groups. 
Station services training of ramp 
personnel, done at various stations 
on the line, is handled almost en- 
tirely with the use of 35mm color 
slides. 


Slides for Sales Meetings 


Sales training groups are also 
shown 35mm slides, to familiarize 
passenger agents with the features 
of TCA aircraft. Many of the 
available sound slidefilms and mo- 
tion pictures on salesmanship have 
also proved useful in sales training 
classes at TCA. 

Highlights of the provinces of 
Canada from New Brunswick to 
British Columbia are pictured in 
travel films of the TCA library. 
Various other color films bring 
Trans-Canada’s public interesting 
views of cities—Paris Is a Wom- 
an’s Town and Stockholm, City 
On the Water—and motion pic- 
ture visits to many countries— 
Romance of Old German Towns, 
Irish Holiday, and Bermuda 
Bound, for example. 


Clips for Television Stations 


Added to the regular features 
of this film library and service is 
the supply of film clips of TCA 
aircraft provided to TV stations 
by Trans-Canada’s public rela- 
tions department. 
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scene from “Isles of the Caribbean,” St. Lucia’s Petit Piton rises out of the water. 


Prized Glimpses into Wondrous Places 


Pan-American’s Creative. Colorful Pictures Are Among World’s Best 


ILMS OF PAN AMERICAN AIRWAYS, 
often translated into as many as seven 
languages, are enjoying a global popu- 
larity among television viewers, theatre-goers 
and the millions who see them in community 
halls, meeting rooms and other places where 
16mm sound prints are widely distributed. 
Like that of other airlines, the PAA film 
program is also two-fold in general content 
and concept. Within the company are those 
resultful, top-calibre communications and 
training films which the company provides for 
its crews and members of the sales force. To 
that phase of the PAA film program, Busi- 
NESS SCREEN has devoted many feature articles. 
In these pages, we pay a long-deserved trib- 
ute to the public aspect of the PAA film pro- 


Below: at Ocho Rios in Jamaica, an inviting 
pool beside the sea sets the scene for a visit 


to the “Isles of the Caribbean.” 


gram—that creative and colorful collection of 
travel motion pictures which has set standards 
of quality for the entire transportation industry 
and an enviable record of audience success 
around the world. 

Films like Grand Tour (of Europe) which 
received highest honors at the 1960 Columbus 
Film Festival; like Wings to Italy, Land of 
Enchanted Fountains and Wonderful Jet World, 
honored with Awards of Excellence at Colum- 
bus; like /slands Under the Wind (Tahiti) and 
So Small My Island (Japan) which have de- 
lighted literally millions of viewers in addition 
to many award jurors—provide an all too- 
brief sampling of the PAA film library. 

Professional in Concept and Quality 

While all too many travel films depend 
wholly on the fascination of their faraway 
subjects, these and other PAA films are unique- 
ly and universally professional in creative and 
technical quality. If there is one single dis- 
tinguishing feature that sets Pan American’s 
film program apart from most others, it is their 
top-flight screen quality and creativity. 

That standard was set and has been main- 
tained by Willis Lipscomb, PAA’s vice-presi- 
dent in charge of traffic and sales. Following 
his approval, PAA travel promotion films be- 
come the responsibility of Murray Barnes, di- 
rector of advertising, in whose department of 
Special Features they are directly supervised, 
produced and promoted under the watchful 
eye of manager J. Michael Krupnick. 

2,500 Prints Are in Circulation . . . 

Florence Mouckley, supervisor of films with- 
in the Special Features office, keeps close rein 
on the nearly 2.500 prints of 16mm subjects 


The Wonderful Jet World of 


Often-Honored, Eagerly-Sought Films 
of Pan-American Airways Have Set 
Enviable Standards in Creativity as 


Millions of Viewers Will Affirm 


Her beauty is bright with the colors of faraway 
Japan in Pan-Am's “So Small My Island,” 


produced by Henry Strauss & Company. 


now in constant circulation as well as numerous 
other 16mm and 35mm subjects enroute to 
television stations and theatres. Special Fea- 
tures is PAA’s liaison with the television, radio 
and film industries and audience groups 
thoughout the world. 

Currently, there are some 18 “headliners” 
in Pan American’s 16mm film library for tele- 
vision and 16mm group audiences. Their con- 
tent follows the company’s “flag” both East 
and West around the globe and the familiar 
Wings to . . . prefix is used in a number of 
these titles. 

Seven Wings to pictures bring the glamour 
and glory of Europe’s historic cities, castles 
and cathedral towns to the screen. These in- 
clude Austria, Britain, Germany, France (voici 
la france), and Spain (Castles and Castanets) 
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as well as the previously cited award-winning 
subjects on Italy (Land of Enchanted Foun- 
tains) and the inclusive Grand Tour, which 
visits Portugal, Spain, Italy and France. 

Pacific lands are visited in the two films on 
Japan and Tahiti as well as the exotic Wings 
to Hawaii, a 28-minute color picture. 

Films on Latin-American Neighbors 

A sunlit saga of the tropical Caribbean was 
another recent addition to the PAA library as 
Isles of the Caribbean made its debut. Pan 
American’s Wings’ series flies over South 
America in a two-part, 55-minute color trip 
to the Continent of the Sun, that is also made 
available in two separate 27!-minute ver- 
sions. Wings to Central America and Mexico 
pays a rich 28-minute color tribute to these 
Latin-American neighbors. 

Another film takes viewers to the Northwest, 
where Alaska, the 49th State, is extolled in a 
31-minute color epic. Joining these world- 
girdling subjects within the coming half-year 
is another major film on Eastern Europe and 
two short films on Bermuda and Nassau. 

But travel odysseys are not the only stuff 
PAA films are made of. The previously-cited 
Wonderful Jet World takes viewers behind the 
scenes at New York’s International Airport— 
showing what it takes to put a huge jet into the 
air on a split-second schedule. And a brief but 
widely-popular 12-minute sound film called 
Wings for Tomorrow is showing young people 
that their model hobbies can lead to a pilot's 
seat on a Pan American Clipper, like that 
occupied by Captain Kim Scribner. A new air 
cargo film is slated to join these subjects. 


Groups Are Charged Modest Service Fee 


Variety, compelling interest, design . . . all 
these contribute to the already potent lure of 
faraway places, helping keep from 100 to 150 
prints of every PAA film constantly on the 
move, despite the unusual prerequisite of a 
service charge imposed on audience loans. This 
modest fee charged 16mm groups ($2.50 for 
a 30-minute film) helps defray distributor 
costs. Motivating bookings are some 28 Pan 


NUMBER 6 © VOLUME 21 ° 


1960 


The glory that was Rome’s Forum, once the heart of the Eternal City and of the civilized world, 


is pictured in the award-winning Pan-Am 


American offices in the U. S. and Canada. Han- 
dling the films are 27 member film libraries of 
Ideal Pictures Corporation across the country. 

But underscoring the whole program is that 
standard of quality which Willis Lipscomb 
believes must reflect PAA’s own high standards 
of service. Professional quality of production 
carries that standard forward in PAA’s pic- 
tures, through the creative and technical capa- 
bilities of such producers as Coleman Pro- 
ductions, Dynamic Films, Henry Strauss & 
Company and, for a special New Horizons’ 
series of theatrical and 16mm shorts, the skills 
of 20th Century Fox were employed. As an 
indication of the audience effectiveness of that 
phase, Mike Krupnick estimates that 250 mil- 
lion persons will see the PAA short on Hawaii. 

The PAA film program, travel-wise (as well 
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film on Italy, “Land of Enchanted Fountains.” 


as in training phases), must constantly meet 
new challenges. Its future plans, in keeping 
with the air transport industry’s all-out promo- 
tion of trans-oceanic travel, point to new kinds 
of films to even larger audiences, if possible. 
Films “less specialized, but undiminished in 
quality” are being considered for tomorrow’s 
audiences. This may include 8mm films. 


It’s a Film Program on the Move... 

That bright pair of Wings flashing over a 
million screens around the world probably be- 
longs to Pan American Airways. It’s a major 
film program on the move, at jet speed, bringing 
“prized glimpses into a myriad of wondrous 
places” and helping sell a world public on the 
habit of going places, preferably by Pan- 
American. yy 


At left: the bridges of the Seine behind a 
glimpse of Notre Dame in “Grand Tour,” 
while (below) the statues of Don Quijote and 
Sancho Panza are seen in a Madrid plaza. 
“Grand Tour” was produced by Dynamic Films, 
Inc. “Wings to Italy” by Coleman Productions. 





and the Airlines: 


United Air Lines’ Films Reflect 
Jet Age in Training and Travel 


“Office in the Sky” Depicts Vital Role of Flight Training: 
Education & Training Unit Provides Useful Technical Films 


|W hare Air LINeEs’ multimil- 
lion dollar flight school and 
training center in Denver, consid- 
ered the most comprehensive in 
commercial aviation, is an ex- 
ample of United’s thoroughness 
and striving for perfection in all 
phases of air transport. Capturing 


the spirit and telling the story of 
the “University of the Air” is this 


airline’s newest motion 
Office in the Sky. 

Emphasizing United’s facilities 
and techniques used in retraining 
pilots for the growing jet age, this 
high-quality documentary shows 
special training and technical pro- 
cedures which underlie a routine 
jet flight. 

Five electronic flight simulators, 
each an exact copy of an airplane 
cockpit, and each costing about 


picture, 


a million dollars (the newest simu- 
lator, that of the DC-8 jet, is 
tagged at $1,600,000), are the 
focal point of the training center. 

Office in the Sky shows how 
these simulators are used in con- 
nection with closed circuit tele- 
vision for realism and training 
accuracy. 

Produced by Cate & McGlone, 
Hollywood production firm and 
long-time producers of motion 
pictures for United Air Lines, 
Office in the Sky offers proof of 
why United’s extensive training 
school is recognized the world 
over. 

Known as “the airline that trains 
the airlines,” United’s flight school 
has provided flight instruction for 
personnel from many other lead- 
ing airlines, both domestic and 


At left: 


tail assembly 


this 
houses camera 
and _ producer 

Ed McGlone as 
he prepares to 
film scene in 
United’s new 
“Office in the 
Sky” 


concerned 


which is 
with 


pilot training. 


overseas, pilots for industry and 
trainees from the Military Air 
Transport Service and the Federal 
Aviation Agency. 

Used as a public relations-docu- 
mentary film, Office . . . joins the 
ranks of other outstanding United 
productions—the famous United 
6534, travelogs like Skyway to 
Yosemite and High-Way to Ha- 
waii. Current, Cate & McGlone 
productions for United are Flight 
803, California—A World in a 
Week, and Holiday in Hawaii, the 
sequel to the beautiful and popular 
High-Way to Hawaii. 

The title of another current 
promotional film is exemplary of 
the all-encompassing changes tak- 
ing place with the present growth 


With Films as Modern as 
Its Jet Equipment and as 
Colorful as a “Holiday in 
Hawaii” (scene below), United 
Builds Goodwill and Business 


Among Growing Audiences 


and expansion of the airlines— 
Jet Age Stewardess. 

Also Produces Technical Films 

A big part of United’s train- 
ing program involves the use of 
technical training films, audio- 
visual presentations designed for 
specific purposes for information 
and instruction. The Education & 
Training Department at United's 
San Francisco maintenance base 
has a full-time motion picture unit 
producing films for other divisions 
of the company. To date this group 
has released 14 motion pictures, 
ranging from a three-minute short 
for stewardesses on serving Cop- 
per Skillet Breakfast to a 55- 
minute film on radar, Little Sir 
Echo. There are also several other 


The “message” of United Air Lines’ “Office in the Sky” is symbolized 
by this intent group of future pilots at the Denver flight school. 
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The Denver Pilot Training Center 
of United Air Lines where crews 
are trained for jet operations. 


short films on services performed 
by the air hostesses, in addition to 
those in categories of employee in- 
formation, employee _ relations, 
customer relations, safety, and 
maintenance training and services. 

Instructional films for use at 
the Denver training school, where 
each of the classrooms is equipped 
with projectors, are also obtained 
from military and other outside 
sources to supplement United’s 
own productions. Most of the pur- 
chased titles deal with safety or 
technical subjects, such as Ground 
Crew Safety—Fire, Static Elec- 
tricity, and Gas Dumping Pro- 
cedures. 

In order to provide the greatest 
possible audience with United Air 
Lines’ productions and services, an 
extension of the film library of the 
education and training department 
is a collection of thousands of feet 
of stock footage and film clips, in 
color and _ black-and-white, for 
placement in television shows, 
educational productions and com- 


4 dd dd lids apy 

yy ik 2 
a | > >= ~ Sang 
¥ a 


AS 


General Jay Brown (USAF) di- 
rects the Flight Training program 
and is responsible for jet crews of 
today and for the future. 


mercial motion pictures. A new 
catalog of this footage lists more 
than 250 entries under the general 
headings of in-flight, takeoffs and 
landings, taxi, and passengers 
boarding and deplaning. 

United Air Lines’ own offices 
handle distribution of travel and 
promotional films available for 
public showing, but a recent stor- 
age and handling arrangement 
made with Modern Talking Pic- 
ture Service, Inc., makes it con- 
venient for United representatives 
across the country to channel dis- 
tribution of more popular films. 


Flight crews of United Air Lines, in training for DC-8 Jet Mainliner 


‘s 


operations at Denver, 
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OTHER DOMESTIC AIRLINE PROGRAMS 


Continental Air Lines, Vice Pres., 
Publicity, Stapleton Airfield, Den- 
ver 7, Col. 


Frontier Airlines, Stapleton Airfield, 
Denver 7, Col. 


Hawaiian Air Lines, Dir. of Mer- 
chandising, Honolulu, Haw aii. 
Note: Prints for sale at Cate & 
McGlone Studios, 1521 Cross Roads 
of the World, Hollywood 28, Cal. 


New York Airways, Inc., Traffic & 
Sales Dept., P. O. Box 426, La 
Guardia Airport Station, Flushing 
74, Bic Be 


Northeast Airlines, Ad. & Promo- 
tion, Logan International Airport, 
Boston, Mass. 


Northwest Orient Airlines, Public 
Relations, 1885 University Ave., 
St. Paul, Minn. 


@ Seven Continental travel films, 
plus two shorts on aircraft; also 
lists Pan Am films from the Wings 
series; also United’s one-week tour 
of California. Continental trailer is 
added to these films. 


@ Three color/sound films of West- 
ern U, S., featuring National Parks, 
Cheyenne rodeo, western cities. 


@ One film, 28-min., color/sound. 
Our Islands of Hawaii. Winner of 
four international awards; a pic- 
torial summary of the seven major 
tourist islands of Hawaii. 


@ One 24-min., color/sound film on 
scheduled helicopter flights serving 
metropolitan New York. 


e Three films; two in color of 
Northeast routes—North by North- 
east, Sky Holiday; plus A Day in 
the Life of a Northeast Stewardess. 


e Thirteen color/sound films, on 
Alaska, the Arctic, south to Hawaii. 
Other titles feature travel to Far 
East, Hong Kong, Japan, the Phil- 
ippines. 


*Commercial film handling and distribution for many of the airlines 
covered in this survey is being provided by Modern Talking Picture Ser- 
vice, Inc. through its nationwide exchanges and television services. 





OVERSEAS AIRLINES AND THE FILM 


“Quality” the Word for Air France’ Films 


IR FRANCE, one of the largest 

of the international jet pas- 
senger carriers, is going places as 
a producer and user of quality 
films for public relations and pro- 
motional purposes. This airline, 
with scheduled world-wide flights, 
has recognized the value and use- 
fulness of motion pictures for pre- 
senting the concept of air travel, 
and especially Air France. 

One of the airline’s films, Bravo 
Alpha, was honored by being se- 
lected for the Venice Interna- 
tional Film Festival. Filmed in 
color, with soundtracks in Eng- 
lish, French and Spanish, the out- 
standing film shows the part ac- 
curacy plays in the commercial as 
well as the technical field, making 
it possible for Air France to offer 
speed, safety and comfort to its 
customers. 

One of Many Pictures 

Bravo Alpha is one of the 
many motion pictures in Air 
France’s free film library. The 
list includes travelogues and tour- 
ist views of France, Portugal, The 
Holy Land, India and Japan, to 
name just a few of the diverse va- 
cation spots around the world 
brought closer by air travel. 


Public relations films showing 
the internal workings of the large 
airline are also featured, such as 
16h.40: Destination Rio, which 
gives a description of all the prep- 
aratory operations before a long- 
haul flight, and a French-language 
film, Ni Archange Ni Robot, 
showing the training of pilots and 
the modern methods used. Most 
of Air France’s films, which are 
regularly promoted for use by 
clubs, schools, civic and fraternal 
organizations and similar poten- 
tial tour groups, are available with 
either English or French narra- 
tion. 

Cooperation With Builders 

Using audio-visual aids to sup- 
plement individual instruction, 
Air France incorporates technical 
films, supplied by the manufac- 
turer of its aircraft, in its rigid 
training program for flight per- 
sonnel and cabin crews. In its spe- 
cial schools in Paris, and at the 
Boeing school in Renton, Wash- 
ington, Air France adds training 
films to on-the-spot instruction 
and practice. 

Motion pictures are also em- 
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ployed in the overall training pro- 
gram for office personnel and 
sales representatives. When Air 
France purchased the first of its 
fleet of seventeen Boeing 707 In- 


tercontinental jets, an introduc- 
tory Boeing film was screened for 
the entire staff before they met 
the jets firsthand through a series 
of familiarization flights to Paris. 


Aer Lingus Woos Tourist in the Theatres 


Or Goop Way to view Ireland’s 
scenic attractions (short of 
going there) is via the film pro- 
gram of Aer Lingus, the Irish In- 
ternational Airlines. 

Taking advantage of what the 
country has to offer as an entice- 
ment to travellers, I. I. A. has pro- 
duced two of its own 16mm color 
films, /rish Holiday and Dublin's 
Fair City, a close-up of Ireland’s 
capital featuring tourist attractions. 

Currently, I. I. A. is actively 
following a policy of cooperation 
with Bord Failte Eireann (Irish 
Tourist Board), C. I. E. (Irish 
Transport Company) and Shan- 
non Free Airport Development 
Company for the production of 
35mm color feature films on Ire- 
land by various production com- 
panies. These films go into com- 
mercial theatres in Great Britain 
and Ireland, and arrangements 
are being made for theatre show- 
ings in the U. S., as well as in 
France and Germany. 

This type of commercial theatre 
distribution benefits the airline and 
the tourist industry as a whole, and 
I. I. A. can obtain 16mm prints 
for its own public relations and 
sales promotional use. 

Two films already produced 
under this cooperation and cur- 
rently in distribution are Honey- 
moon Island, a newlywed couple’s 
trip through the land of the sham- 
rock, and O’Hara’s Holiday, the 
story of a New York traffic cop’s 
vacation in Ireland. 


New Zealand Offers 


A NEW APPROACH to the show- 
d ing of airlines’ films by club 
groups, etc., is being carried on by 
New Zealand National Airways 
Corporation. 

From its chain of 15 air centers 
in New Zealand’s main cities and 
through its agents in other towns, 
NAC regularly offers complete 
evening programs of film show- 
ings for invited audiences. This 
program service is in addition to 
meeting loan requests for its films 
by travel clubs, civic and fraternal 
groups. 

Because New Zealand is dotted 
with small towns with a widely- 
distributed population, an evening 
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Motion pictures supplied by 
other airlines, by plane makers, 
and by other industries connected 
with the airline business form a 
large part of I. I. A.’s library of 
free films available for use by 
travel agencies, schools, and other 
groups. Outstanding in the last 
category is Shell Oil Co. Films 
produced by Shell in England in- 
clude technical subjects—High 
Speed Flight, Test Flight 263— 
and the popular film that sings the 
praises of the air transport indus- 
try, Song of the Clouds. 

Vickers, aircraft manufacturing 
company, has supplied several 
films ranging from an explanation 
of The Gas Turbine to an intro- 
duction to the Vickers Viscount 
Turbo-Prop airliner. 

Irish International Airline’s ex- 
ternal film program is_ supple- 
mented with a supply of in-com- 
pany films for general staff and 
technical training; instruction, 
ranging from the handling of a 
supervisory problem to problems 
in Landing Gear Torsion, is pro- 
vided via the screen. 

Immediate plans for expansion 
of the use of audio-visuals at 
I. I. A. include the setting up of a 
small film unit using 16mm studio 
equipment. This is in accord with 
the opening of an Irish TV sta- 
tion next year by Radio Eireann, 
and the desire to build a perma- 
nent film record of newsworthy 
and historical events related to 
Aer Lingus. mM 


“An Evening of Films” 


of films sponsored by NAC is 
often the social event of agricul- 
tural areas in the country region. 
Using this method of country-wide 
saturation with motion pictures, 
NAC reaches a large proportion of 
New Zealand’s population. 

In order to supply this busy 
program, NAC produces many of 
its own films through Robert Steele 
Productions Ltd., of Auckland, 
New Zealand, besides using films 
supplied by associated airlines. 

NAC’s purpose in this activity 
is to tell the story of aviation, in 
general and regarding NAC it- 
self, and to encourage a broad and 
expanding two-way flow of traffic 


Fearsome but happy, a Maori haka 
party says “hello” to New Zealand. 


of citizens of New Zealand and 
other lands around the world. The 
present series of films created by 
NAC has as its overall theme “Be- 
hind the Scenes With NAC,” and 
stresses the diversity of scenery 
which has given New Zealand a 
“world-in-itself” atmosphere. 

But NAC’s films are not mere 
travelogs; they go deeper, show- 
ing various aspects of air trans- 
port, from the transport of cattle 


and air-freighting of households of 
furniture to technical subjects 
such as aircraft radar systems. 

However, the beauty and excite- 
ment of New Zealand provides 
prime film fare. NAC’s latest pic- 
ture, Flying Through the Calendar, 
shows the country’s deep lakes 
and gleaming mountains, its gla- 
ciers and geysers, and other year- 
round attractions the land holds 
for the tourist with its full 12- 
month sport advantages for the 
hunter and fisherman. 

NAC realizes that “films are 
now part of aviation; it recognizes 
that in this age of swift, smooth- 
flying jets the promotion of avia- 
tion, both internally and overseas, 
opens a vast field for the inter- 
national traveller; and, films pro- 
vide one of the best ways to stimu- 
late the inherent instinct to ex- 
plore the world around us.” & 


International Audience for TEAL Films 


EACHING AN INTERNATIONAL 

audience through the film 
medium, Tasman Empire Airways 
Ltd. (TEAL) employs motion 
pictures to perform three main 
functions—sales promotion, “air 
age education,” and company-air- 
line public relations. 

The location of TEAL in New 
Zealand offers the exotic back- 
ground for such films as Red 
Hibiscus—a vacation in the Crown 
Colony of Fiji; the South Seas 
splendor of Tahiti on the Coral 
Route, and Dances of the South 
Pacific—performances of the 
colorful native dances of Fiji, 
Samoa and Tahiti. 

A new half-hour color film, 
World in Miniature, depicts the 
infinite variety of scenery com- 
pressed into the comparatively 


small area that is New Zealand. 

TEAL films are distributed 
widely to TV stations and for 
commercial showings outside New 
Zealand. Catalogs of films avail- 
able from TEAL’s regional sta- 
tions at Auckland, Wellington and 
Christchurch, New Zealand, offer 
a wide assortment of films, includ- 
ing selections acquired from 
sources such as the British Travel 
and Holidays Association, and the 
Shell Oil Company’s library of out- 
standing flight films. 

With a present listing of more 
than two dozen films with which 
to reach the public, TEAL cur- 
rently has three additional color 
motion pictures in production de- 
voted to locales with an endless 
supply of scenery and subjects for 
the camera—Australia, the South 
Seas, and New Zealand. Vt 


Picture-Minded Trans-Australia Airlines 


fee USEFULNESS and value of 
motion pictures to the air 
transport industry is recognized 
the world around, and “down un- 
der” in Australia, Trans-Australia 
Airlines makes extensive use of 
films, both for staff training and 
for public relations promotions. 
While some special training 
films are obtained on loan from 
external sources, TAA produces 
many of its own films, ranging 
from training and functions of 
pilots and air hostesses to ground 
handling and maintenance meth- 
ods. These self-produced films, for 
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internal use, are usually not titled. 
They are offered strictly for the 
content involved, are in black and 
white, and run about 10 minutes 
each. 

General training films in sales, 
personnel and administrative 
courses are borrowed from other 
sources. 

In addition to production of 
training and special films, TAA 
has produced several public rela- 
tions films. Among the more re- 
cent are 4000 Hours, a 15-minute 
color film describing maintenance 
methods in a non-technical pres- 
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entation, and Mantle of Safety, 
telling of the unique activities of 
the Royal Flying Doctor Service 
of Australia. A short color film on 
central Australia has the interest- 
ing title of To the Alice and Be- 
yond, and a half-hour travelogue- 
documentary on aircraft procure- 
ment around the world takes the 
viewer In the Wake of the Stars. 

These public relations-promo- 
tional films have commercial 
showings in theaters throughout 
Australia, besides being loaned to 
special groups and organizations. 
The TAA centralized film library 
catalogs about 300 prints of the 
airline’s own films and films bor- 
rowed from other sources to pro- 
vide programs for interested out- 
side groups, and to TAA branches 
throughout Australia for use in 
supporting special sales cam- 
paigns. Annual audiences for films 
circulated by TAA’s library runs 
about 250,000. Ly 


AIR TRANSPORT FILM: 


(CONTINUED FROM PAGE 32) 


practices, to aid in municipal plan- 
ning and zoning around airports. 
In short, it’s a good neighbor film, 
neatly and efficiently presented by 
the “dean of educational TV” for 
schools, organizations and 
other community groups. 


civic 
Use Distribution Agencies 
The Air Transport Association, 
representing the nation’s sched- 
uled airlines, will distribute prints 
of Sound Progress to each of its 
49 member organizations as well 
as to operational ATA managers 
in Chicago, New York, San Fran- 
cisco, Kansas City and Dallas. 
In these areas the film will be 
shown to the aviation industry, 
city fathers, airport managers and 
FAA officials. Additional distri- 
bution to the general public is 
being handled by Sterling Movies 
Inc., and Association Films, Inc., 
both of New York. 
Produced by Film Graphics 
The picture was produced by 
Film Graphics, Inc., in coopera- 
tion with Film Counselors, Inc., 
also of New York City. Technical 
assistance was provided by airline 
pilots and FAA technicians, and 
dramatic flight sequences were 
made available through the cour- 
tesy of the Convair Division of the 
General Dynamics Corp., the Boe- 
ing Airplane Company and the 
Douglas Co., Inc. Id’ 


Epitor’s Note: a “postscript” to 
this Airlines’ survey will appear 
in the following issue of BUSINEss 
SCREEN. 
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Showings Aloft as 
TAI Pioneers the 
Theatre-in-the-Sky 


ape AMONG services pro- 
vided airline passengers are 
the film programs offered in flight 
by T. A. L, Transports Aeriens 
Intercontinentaux. 

Operating out of Paris and run- 
ning scheduled flights across 
Africa, to India, Australia, the 
South Pacific and Tahiti, T. A. I. 
several years ago found it desirable 
to provide entertainment enroute 
for its passengers. T. A. I. began 


T.A.L. steward threads up a film 
for passengers on trans- 
Pacific journey. 


long 


(in 1954) to experiment with pro- 
jection of motion pictures while 
in flight. 

The innovation was well-re- 
ceived by the passengers on the 
first special flight, and since that 
time, the system has been con- 
stantly improved to solve various 
problems, such as stabilizing the 
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Films and the Overseas Airlines: 


Both First and Tourist Class passengers enjoy film showings aloft as 
T. A.1, provides DC-6B and DC-7C planes with 16mm sound equip- 
ment that utilizes special double lens with prisms to serve two screens. 


projection apparatus, providing for 
satisfactory viewing by passengers 
in both First class and Tourist 
cabins, and simple handling of the 
equipment for the rotating shifts 
of stewards. 

For its now-perfected projec- 
tion system, T. A. I. uses a spe- 
cial double lens with a lateral ex- 
tension which simultaneously pro- 
jects a picture on two screens, one 
in each of the cabins. The projec- 
tor is positioned on a special built- 
in hanging stand at the rear of the 
plane. 

Passengers are given the op- 
portunity to express their choices 
of films to be shown and the re- 
sult is that a typical program 
brings a variety of news, travel 
shorts, and cartoon films—greatly 


appreciated by passengers on long 
flights with few stops. 
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T. A. I. has produced several 
color travel films for use in these 
“theatres in the sky.” Some of 
these, capturing on film the color 
and excitement of the areas served 
by the line, are Flight to Tahiti, 
New Caledonia—‘Island of 
Light,” and La Route de Tahiti, 
picturing the main calls on the 
Tahiti Route, such as Pakistan, 
Siam, Australia and New Zealand. 
These films have both English and 
French soundtracks and are avail- 
able for loan to outside groups. In 
addition to its own productions, 
T. A. IL. frequently makes use of 
sponsored short subjects borrowed 
from other sources. Ld 


This diagram shows position of projector in 
aft compartment and twin screens forward. 
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This insurance executive finds that recruiting of career men is more 
effective through the “third party” approach of the sound slidefilm. 


Competition, Costs Turn Focus on Selling 


Dramatizing Customer Benefits from a “Third Person” Angle, Sound Slidefilms 


Are Helping Raise Sales Power in the Insurance, Investment and Other Fields 


AN You NAME any field in modern com- 
C munications where selling is not the pri- 
mary objective? Whether it’s to promote 
an idea or a product or a service, or to define 
company policies, or to enlist employee in- 
terest in improved methods, or to recruit and 
train new people—the basic goal in every con- 
tact is to sway an individual or a group to a 
desired action. In the final analysis, selling un- 
derlies all human endeavor. It is also the ani- 
mating philosophy of the Better Selling Bureau. 
Intensified competition and rising costs to- 
day demand a more virile skill in selling, with 
more vivid communication tools. It is the clari- 
fied presentation—whether spoken, filmed, re- 
corded, or printed—that most quickly enlists 
and wins the interest of the person whose fa- 
vorable decision controls the sale. 


The use of audio-visuals has contributed 
enormously to better selling, in that it clarifies 
ideas and reduces the chance of misunder- 
standing between prospect and salesman. Noth- 
ing can match it for accuracy of presentation 
and assurance that a complete sales story will 
be conveyed. We all know that the distinguish- 


Ihrough scenes like this, sound slidefilms are 
helping agents present the benefits of mortgage 
insurance in prospects’ homes. 








ing attribute between the success and the fail- 
ure—when it comes to selling—is that the first 
man exercises all his skill and patience and 
intuitive wisdom in making his story emo- 
tionally appealing to the prospect. This qual- 
ity, emotional impact, is what the filmed pres- 
entation can be designed to possess in its most 
dramatic aspect. 
Value of the “Outside Authority” 

Certain approaches are, we have found, 
more successful in their motivating power than 
others. If you can have an outside authority 
present your product or service story, the pros- 
pect shows a tendency to accept the facts, with 
less resistance. For it’s another well-known 
fact that prospects do build a wall of resist- 
ance to most salesmen, whether the presenta- 
tion is made in person or by audio-visuals. The 
power of a filmed presentation can be very 
considerably enhanced when it is made to 
serve as an adviser, a “third party” endorse- 
ment, helping the customer . . . or the pros- 
pect, or the employee . . . to a decision. 

But audio-visuals cannot serve fully as a 
“third party” adviser, in our opinion, when 
they carry the name of a manufacturer or serv- 
ice Organization. When the viewer—whether 
he’s a desirable prospect for employment or 
the ultimate customer—notes a_ sponsor’s 
name, he sets up the customary resistance to 
suspected sales pressure. He creates a protec- 
tive barrier that reduces the power of the most 
subtly prepared arguments. 

Impartial Approach Breaks Sales Barrier 

The ideal audio-visual technique, as we see 
it, is the slidefilm or motion picture made by 
an outside authority, where the name of the 
manufacturer or service company is not fea- 
tured on the screen. This is the truly impartial 
approach, the one that breaks the sales barrier. 
It implies a service to the prospect. Viewing 
such a production, he feels no need for build- 
ing a wall of resistance. He identifies himself 


Selling is not only their 
middle name, but their first 


aim in service to clients .. . 


e as told to BUSINESS SCREEN 
by Dick Westen, President 
Better Selling Bureau 








with the characters and action on the screen, 
and feels free to reveal his interest. 

Like the recommendation of an impartial 
authority—banker or doctor, attorney or ac- 
countant—the voice on the screen serves as a 
friendly aid, helping the prospect to form an 
opinion. He has been presented with all the 
facts and it is almost axiomatic that he will ar- 
rive at a desirable decision. 

This persuasive “third party” power is ef- 
fective in every field: as valuable to the sales 
manager in convincing qualified applicants of 
the advantages of working for his company, to 
the training supervisor in indoctrinating new 
employees, as to the individual salesman in his 
contacts with retailer or consumer. 

Rewards and Benefits Multiply Sales 

Logic may underlie the designing of such a 
film, but dramatizing the rewards and benefits, 
and presenting these from the third party angle 
are factors which invariably sway the prospect, 
and send sales results soaring. 

This is clearly demonstrated in recent sound 
slidefilms we have made for the insurance field. 
In producing the mortgage insurance film, 
Which Will It Be?, the technique of the impar- 
tial advocate was employed to a degree that is 
showing exceptional results. This color sound 
slidefilm is proving, wherever it is shown, that 
prospects for mortgage insurance quickly 
“identify” with the filmed characters. A cli- 
mate of agreement develops swiftly in the 
prospect as he watches the dramatic sequence. 
The vivid, visual subject discourages interrup- 
tions. It completely outlines a solution for the 
avoidance of similar tragic experiences for the 
viewer, and wins a fascinated and friendly 
acceptance. 

Helping Men Help Others and Themselves 

From What Do You Want?—a slidefilm 
created to make easier the agency manager’s 
work in recruiting career life underwriters— 
(CONTINUED ON PAGE SIXTY-FIVE) 


This film helps insurance agencies develop 
more business life insurance volume—it shows 
reward of “Additional Commissions.” 
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President Henry Harnischfeger’s introductory sequence was filmed at 
the St. Paul studios of Reid H. Ray Film Industries on May 10th. 


Harnischfeger Visualizes a Growth Story 


Made in Record Time, Picture Aids 87 Million Steck Issue 


| gr tatag—ce bustling, grow- 
ing Harnischfeger Corpora- 
tion can attest to the value of the 
film medium. The “big picture” 
of this multi-plant and multi- 
product maker of power shovels, 
overhead and truck cranes, hoists, 
welding equipment, diesel engines 
and prefabricated homes was re- 
cently presented nationwide to fi- 
nancial analysts and investment 
counsellors directly concerned 
with the company’s $7 million 
stock issue, funds needed to meet 
the company’s expansion needs. 
That issue had been previously 
introduced through regular finan- 
cial channels and was withdrawn 
when analysts indicated that the 
company had to become better 
known among investor groups. 
To meet that challenge, President 
Henry Harnischfeger went on the 
road, meeting financial people in 
face-to-face sessions. But his 
presentation needed a strong vis- 
ual tool, compelling evidence of 
products, growth and facilities 


Ray staff writer Bob Bruce (I) 


discusses script with Advertising 
Manager Louis Fiora (r). 
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which are integral parts of the 
corporate image. 

Time was a vital factor as the 
assigned producer (Reid H. Ray 
Film Industries) tackled the ur- 
gent assignment. From a _ first 
script session on April 26th to the 
final delivery of two answer prints 
on May 27th, a comprehensive 
20-minute color and sound mo- 
tion picture featuring commenta- 
tor Chet Huntley was created and 
produced in a single month to 
Harnischfeger’s exacting specifi- 
cations! 

Vignettes from existing footage 
on the eight U. S. plants and an 
equal number of manufacturing 
facilities overseas were incorpo- 
rated and all were “tied” in by 
Mr. Huntley in his familiar role 
of news-caster. Huntley appeared 
before the cameras on May 7; 
President WHarnischfeger’s intro- 
ductory sequence was filmed on 
May 10 at the St. Paul studios of 
Reid H. Ray. This final “take” 
completed all new photography 
and sound tracks. 

But the best of this story is in 
the finale, in the results. 

The following week (after de- 
livery of answer prints), Mr. 
Harnischfeger appeared before 
groups of analysts in Chicago, 
Milwaukee, Philadelphia, Boston 
and New York. His mission was 
completely successful. Thanks, in 
part, to the completeness of the 
presentation and the “big picture” 
which brought understanding to 
those in attendance at these key 
meetings, the new issue of $7 mil- 
lion was not only fully subscribed 
—but was considerably over- 
subscribed. ae 
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Cadillac Presents “A Work of Art” 
as 1961 Models Make Dealer Debuts 


ELCOMING MEMBERS of his 

dealer family at the ten 
coast-to-coast “advance show- 
ings” of 1961 new car models, 
H. G. Warner, General Manager 
of the Cadillac Division intro- 
duced the artistic and lively musi- 
cal show which prefaced the un- 
veiling of “the distinguished Cad- 
illac” for 1961 “as one of the 
most interesting we have ever 
presented.” Taking the bows for 
“A Work of Art” on the stage 
was the Industrial Show Division 
of Parthenon Pictures, Holly- 
wood. 


And Hollywood talent plus 


Nel LS: 


Dale Harris, as Bud Brandon, 
featured in “A Work of Art.” 


technical skill were prime ingre- 
dients for this full-scale three-act 
musical comedy. The story by 
Charles Palmer and music of 
Jack Meakin were ably directed 
by Al White, who also did the 


Lovely, lissome Kitty Kover does 
one of her show-stopping songs. 


choreography. Casting brought 
star quality in the singing of Kitty 
Kover; settings by Donn Greer 
Associates were bright and color- 
ful and had that “fresh” look of 
originality seldom found in these 
hard-moving, bu d ge t-conscious 
product shows. 

Chief engineer Fred Arnold of 
the Cadillac Division opened the 
shows with a brief stage appear- 
ance. The “story line” was laid in 
the Brandon Dealership where 
young Bud Brandon aims to 
achieve his father’s ability in sell- 
ing. Cadillac design features find 
a natural setting in Bud’s clever 
tie-up with the local art museum 
for a “design exposition.” Suc- 
cess comes to the Brandons, to 
the sales force and to those for- 
tunate Cadillac owners—and it 
all leads up to the inevitable cli- 
max when the dealers saw their 
1961 model, live and luxurious, 
in center-stage at the finale. & 


Living up to the title billing of “A Work of Art’ were colorful settings 
like this sidewalk cafe in Paris created for Cadillac’s show. 
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THE GIBSON SHOV 


Gibson Refrigerator Air-Lifts Dealers and Their Wives to an ‘Hawaiian Holiday” 


Where 1961 Products Are Unveiled in Highly-Successful Stage and Screen Shows 


AWAILS PACIFIC PARADISE was 
reinforced in September and October by 
enthusiastic members of “task forces” 
which ultimately included some 5,000 Gibson 
Refrigerator dealers and their wives who were 
air-lifted to Honolulu for the unveiling of their 
company’s 1961 products. When “Gibson Show 
Time” 
expectations had been exceeded and Green- 
ville, Michigan plant facilities were on a three- 
shift basis to meet dealer orders. 
The Gibson shows, presented as evening 
performances following the traditional Hawai- 
ian luau, introduced the new 


was over last month, all sales quota 


refrigerators, 


Highlight of the Gibson show was the unveil- 
ing of the company’s 1961 product line which 
included this handsome 


refrigerator below. 


A gala moment in the finale of “Hawaiian 
Holiday” won salvos of dealer applause. 


freezers, air conditioners, dehumidifiers and 
electric ranges in a sparkling series of “live” 
show skits, lightened by moments of comedy 
and highlighted by original songs and music. 
At each critical phase during the presentations, 
Vistastrip slidefilms dealt with product features 
in detail. The entire show was produced by 
Wilding, Inc. 

William C. Conley, Gibson vice-president in 
charge of sales, brought an eye-filling, sales- 
making product line to Hawaii that met a 
tremendous response from these dealer audi- 
ences. He gives full credit to the planning and 
execution of the product show which began 
under his direction last February. Tom Byrnes 
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Original Songs, Lively Skits and Solid 


Product Facts .. . Delivered by Vistastrip 


Are Helping to Keep This Manufacturer's 


Plant Facilities Humming With Orders . . . 


of Wilding wrote the “book” and music direc- 
tor Lloyd Norlin did the original music and 
lyrics. 

Product slidefilms (in Vistastrip, a Wilding 
exclusive) were written by Leon Kreger. Show 
production was in the hands of Barrie 
O’Daniels, assisted by Jimmy Dexter and By- 
ron Keath. Product visuals were produced 
under the supervision of Bob Rockwell and 
Harry Flagg handled the technical end. 

From Greg Donovan (N.B.C.), who handled 
the introductions on stage, through a series of 
neatly-tied skits and songs, the Gibson audi- 
ence got top-notch performances. Songs like 
“The Whole Wide World Wants Gibson” and 
“So Quiet” were high spots but the entertain- 
ment gave way to solid product facts and fea- 
tures as eleven Vistastrip films lighted a wide 
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Gibson’s 1961 dehumidifiers were carried on- 
stage by this pair of lovely island maids. 


screen at one side of the open air auditorium 
where the Honolulu shows took place. 

One of the best of these Vistastrip sound 
slidefilms was that featuring PARENTS Maga- 
zines’ director of consumer services, Dr. Esther 
McCabe, who presented some telling facts on 
Gibson product-engineering features. Gibson- 
went-Hollywood in another colorful Vistastrip 
subject showing the home of Mitzi Gaynor in 
Beverly Hills, California with its handsome 
Gibson kitchen, lacking only the 1961 electric 
range she’s waiting for. . . 

World politics came in for some humorous 
asides with a Russian spy series of skits that 
end up with the “Chief” going to Gibson—and 
the windup of the new product unveiling 
brought on a “Parade of the Products” to sum 
up the show with another song hit, “We Love 
That Gibson.” The evening performances were 
concluded with a teaser slidefilm on Gibson's 
1961 Show that brought on a troupe of enter- 
tainers from Panama where the next trip is 
scheduled at the Panama Hilton. iy 
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FORD 


“Entertainment With Purpose”™’ as the Ford 
Division Premieres 1961 New Car Models 
at Nationwide Showings of Stellar Film 


N THE BEGINNING of this crucial fall 
season, the automotive industry launched 
its new models for 1961 with primary em- 

phasis on selling the sales force out across the 
land. Cementing the main selling features of 
the new cars in the minds of the dealers’ 
salesmen who must, in turn, communicate 
with enthusiasm to their customers and pros- 
pects has long been recognized by the industry 
as a priority operation. 

This priority carries through to that critical 
final hour when the labors of designers and 
engineers are realized “on stage” with the un- 
veiling of the new models for nationwide gath- 
erings of the men on the selling front. Here, 
the cement is liberally applied with accom- 
panying entertainment. But it’s entertainment 
with a purpose that spells the difference—and 
in September of this year the Ford Division 
of the Ford Motor Company put double em- 
phasis on purpose in its 1961 Dealer Show. 

Shown in Theatres from Coast-to-Coast 

Audiences totaling between 35 and 40,000 
Ford dealers and salesmen assembled in de- 
luxe theatres and auditoriums in 36 cities from 
coast-to-coast this September to see the com- 
plete line of 1961 models in a two-hour color 
motion picture production loaded with prod- 
uct and product information but well-seasoned 
with elaborate production values and a star- 
studded cast that included Diana Dors, George 
Murphy, Tennessee Ernie Ford, Mickey 
Rooney, Louis Prima and Keely Smith. It was 
the first time that Ford has put its introduc- 
tion show entirely on film, though film has 
been extensively used in previous years. 

“Entertainment with a purpose,” comple- 
menting the Division’s followup sales training 
programs, has proved an effective means of 
arming the sales force with facts and, often 
more important, the fulsome enthusiasm nec- 
essary for today’s highly competitive selling. 
Ford officials tallied up the response after the 
showings and found broad acceptance that 
validated the hearty applause. Showings were 
followed by luncheons and sales meetings at 
which product features were amplified and a 
look at the new year’s prospects brought into 
sharper focus. Not only was this a first for an 


“all-film” show but the first time that dealers, 


and salesmen were brought together at the 
opening kick-off performances. 
Produced for Ford Division by MPO 


To produce its Dealer Introduction Show 
(which has no other formal tag), the Ford 
Division retained MPO Sales and Training 
Programs, Inc., whose parent company, MPO 
Videotronics, Inc., is a leader among the pro- 
ducers of motion pictures and televised film 
commercials. Filmed portions of the show 
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Keely Smith and Louis Prima sing praises of the new Ford (center stage above) as talented 


pair joined stellar cast assembled by MPO 


were created in New York, Detroit and Holly- 
wood under the supervision of MPO execu- 
tive-producer Ira Marvin and Tom Thomas, 
midwest manager of the production company. 

Complementing the star talent already 
named, to carry the theme of fact into the 
layers of entertainment, are notables like Chet 
Huntley, George Bryan, John K. M. McCaf- 
frey, Peter Roberts, Johnny Silver, Romo Vin- 
cent, Bert Freed, Ross Martin, Jack Mann and 
Guy Raymond. There’s a “science-in-engi- 
neering” sequence that includes Prof. Jona- 
than Karas and an athletic flavor in the ap- 
pearance of Mr. Quarterback, Johnny Unitas 
and members of the Baltimore Colts’ band. 

But, above all, it’s the new Ford cars that 


After seeing the new Falcon, Diana Dors and 
friend changed the name of their organization to 
Car Owners Unanimous in this Ford show skit. 


for the all-film 1961 Ford Introduction Show. 


are the featured stars of this show. They're 
presented in a series of skits that feature these 
well-known personalities. Product pointers are 
underscored with humor but they score in 
memorable fashion as in the sequence extoll- 
ing the virtues of the Ford Falcon. Playing a 
key role is the narration of George Murphy. 

Ford’s got the product for 1961, the talent 
to break through the selling barriers and its 
nationwide dealer family should be “up” for 
the game if even a modest percentage of en- 
thusiasm engendered at these shows carries 
through the rugged months ahead into spring! 
Technically, this MPO project was tops in 
quality, in production values, casting and 
color on those big theatre screens. Ly 


Salesman Ross Martin convinces the inimitable 
Mickey Rooney that there’s a new Ford in his 
future in another happy skit from Ford show. 
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Rheem’s new product show “in session” as a skit is enacted on the large 
stagette; a translucent screen for films is hung behind the traveler. 


Rheem Sales Shows Meet Dual Objective 


Sales Force and Dealers Benefit From a Basic Program 


p* PARING ITs OwN sales force 
to introduce new products as 
well as providing the best of the 
basic ingredients of an introduc- 
tory “live” show presentation to 
carry the story to dealers through- 
out the country was the dual ob- 
jective faced by Rheem Manu- 
facturing Company’s sales chiefs 
this fall. 

The Chicago-based maker of 
water heaters, air-conditioning 
equipment and plumbing supplies 
presented its “live” show on a 


large portable stagette, equipped 


with the usual complement of 
traveler curtains, and lighting, 
plus rear projection and sound 
equipment, all furnished by Wil- 
cox-Lange, Inc. 

To reproduce this big meeting 
with maximum convenience and 
effectiveness out of its four dis- 
trict sales offices across the coun- 
try, four extremely portable 
“stage fronts” were acquired. 
Each of these was equipped with 
a rear-projection screen, ten slid- 
ing panels to carry salient “word 
messages,” lighting, projection 
and a_ simple _ switchbox with 


Sliding panels are another feature 
of “stage fronts” for the field. 


Smaller “stage fronts” include a 
translucent screen (ctr., above). 


pushbutton control for one-man 
show operation. 

To illustrate this one-man con- 
trol feature, for example, 16mm 
sound film sequences were inter- 
spersed during the field man’s 
talk and were entirely controlled 
by a pushbutton “start” control in 
his hand and by a sensing device 
on the projector that automatical- 
ly stopped the film on cue after 
each sequence. 

At its introductory show, 
Rheem’s sales organization saw 
the new products, discussed 1961 
sales policies and were “trained” 
for the subsequent field presenta- 
tions. During recent weeks, they 
have been meeting plumbing sup- 
ply dealers across the land with 
some of the most effective meet- 
ings the company has held, 
thanks to the success of its dual- 
objective program that carries the 
“heart” of the 1961 story out in- 
to the field with minimum loss of 
its Original flavor and sales punch. 

All staging, projection and elec- 
trical equipment was supplied by 
Wilcox-Lange, Inc. for both the 
“live” headquarters show and the 
four field versions. ta 


Homelite Sponsors a Winner in Sweden 


Thanks to U. S. Maker of Chain Saws, Swedish Workers 
im Vital Forest Industries Have a Useful Safety Film 


HE SUCCESSFUL Scandinavian 
safety film, Skogen, Sagen, 
Sakerheten, seems Sweden’s best 
and surest solution to satisfactory 
sylvan sawing systems since 
Stockholm started selling spruce. 
Jointly sponsored by the Home- 
lite Division of Textron, Inc., 
American makers of chain saws, 
and the company’s Scandinavian 
representative, AB N. K. Kris- 
tensson, the 23 min. color film 
was produced in Sweden by Vic- 
tor Kayfetz Productions, Inc., 
New York, using Swedish actors, 
locations, technicians and sup- 
pliers. 

Skogen, Sagen, Sakerheten 
means “The Forest, The Saw, and 
Safety” and the film shows the 
part played by wood and wood 
products in everyone’s life and the 
importance of forest industries to 
Sweden’s economy. Hundreds of 
thousands of people are involved 
in wood industries constituting 
about 40% of Sweden’s export 
trade. 

Through the efforts of men like 
Swedish forest worker Karl-Gus- 
tav Bornstrom, trees are harvested 
to begin their long journey to the 
markets. Bornstrom is followed 
through his daily routine as he 
fells, limbs and bucks trees using 
efficient and safe work techniques. 
After his day in the forest, in his 
garage at home he follows a pro- 
gram of proper maintenance of his 
chain saw. 

Through the training of younger 
men in government and industry, 
forestry schools plus programs of 
conservation and _ reforestation, 


Sweden is assuring her position as 
a world leader in forest products. 
And—using the best tools and 
techniques—Swedish forest work- 
ers are highly respected citizens 
making a better living for their 
families and a bigger contribution 
to their communities. 

Skogen, Sagen, Sakerheten 
was recently reviewed by Swedish 
government and private foresters 
at a preview in Stockholm. It has 
been selected for showing at the 
Fifth World Forestry Congress in 
Seattle this fall, where 2,000 for- 
esters from 90 nations will gather. 

* * x 

Hans Svanberg, young Swedish 
cameraman who worked on the 
film, has returned to the United 
States with Vic Kayfetz and is 
now working for Kayfetz Produc- 
tions in New York. He is on a 
special visa as an apprentice 
trainee in film production. 

Karl-Gustav Bornstrom, the 
forester in the film, was most co- 
operative with the time-harried 
film-makers. He agreed to cut 
trees from dawn to dark on Sun- 
day, asking only an hour out for 
church in the morning, and two 
hours out for taking part in a 
cross-country ski race in the after- 
noon. He won the race, too. 

AKA-film and SOL-film, Stock- 
holm, are distributing the Home- 
lite film in Scandinavia. A suc- 
cessful system has been to rent 
local theatres on off-season or 
bad-weather mornings. Homelite 
dealers play host and forest work- 
ers are invited in for the film 
showings. It 


Crew and cast of the Homelite film (/ to r): George Brofeldt, technical 
advisor; Vic Kayfetz, producer-director; Karl-Gustav Bornstrom, Swed- 
ish worker; Hard Olov Anderson, Crown Forester; and Hans Svanberg. 
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It’s the Picture That Counts... 


For quality production, more and more of the quality accounts are 


entrusted to MPO’s care . . . and below is a list of companies whose mo- 


tion pictures* are currently being produced by MPO: : 
. ’ Productions, Juc. 


in NEW YORK CITY 
15 East 53rd Street 
Murray Hill 8-7830 


CONSOLIDATED NATURAL GAS COMPANY JOHNSON & JOHNSON 

E. I. DUPONT p—E NEMOURS & COMPANY MONSANTO CHEMICAL COMPANY 
FORD DIVISION, FORD MOTOR COMPANY PAN AMERICAN WORLD AIRWAYS 
FORD MOTOR COMPANY SWIFT & COMPANY 


GENERAL MOTORS CORPORATION UNITED STATES ARMY in HOLLYWOOD 
GULF OIL CORPORATION UNITED STATES RUBBER COMPANY 4024 Radford Avenue 
UNITED STATES STEEL CORPORATION POplar 9-0326 
*20 to 30 minutes in length. 3 
in DEARBORN, MICH. 
For detailed information regarding MPO’s Creative staff and studio facilities, write or 921 Monroe Avenue 
call Judd L. Pollock, 15 East 53rd St., New York 22, New York, MUrray Hill 8-7830 CRestview 8-4412 








GE camera setup for filming old photos, artwork in “Water” film; 
dolly movement ranged from two feet from subject back to ten feet. 


Water: Crisis Ahead for Growing Cities 


Syracuse Outlines Problem of Future in New Color Picture 


The daily water requirement of 
one person—for bathing, drink- 
ing, cooking—can easily total al- 
most 100 gallons. Multiply this by 
the population of a city the size of 
Syracuse, New York, add to that 
the water needs of business and 
industry, and the necessary 
amount reaches an amazing total. 

At present, Syracuse can fulfill 
its water requirements, thanks to 
earlier generations of city planners 
who provided facilities for bring- 
ing clear, fresh water into the city 
from nearby lakes. But the growth 
of industry in the area, which in- 
creases the population, and the 
resulting increase in business and 
trades to service the additional 
families means that present facili- 
ties will not be sufficient in a few 
years. 

Through a new, 21-minute 
color motion picture, The Pros- 
perity of Water, the Metropolitan 
Development Association of Syra- 
cuse is informing the public of the 
water problems the area faces for 
the coming generation. Using old 
photographs, engravings, litho- 
graphs and drawings, the story un- 
folds of how the people of Syra- 
cuse from 1820 to 1890 at- 
tempted, and succeeded, to bring 
an adequate public water supply 
to the city. The film stresses the 
need for the same kind of concern 
and foresight to be applied im- 
mediately to provide water trans- 
port facilities for the future gen- 
erations, symbolized by a young 
schoolgirl and her classmates. 

Live photography depicts the 
activities of industry in the area, 
how it is growing, and how it uses 
water. Through the use of quar- 
ter-screen filming techniques, the 
film portrays the per capita con- 
sumption of water in the county. 
Local photography and anima- 
tion show the available sources of 
water, but also show that money 
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and planning are 
bring it into the 
area. 


necessary to 
metropolitan 


Producer of The Prosperity of 
Water is the motion picture de- 


partment of General Electric’s 
Heavy Military Electronics De- 
partment; sponsor is the Metro- 


This schoolgirl symbolizes 
water needs of the future. 


politan Development Association 
of Syracuse as part of a major 
public relations program concern- 
ing the water problem. Industry, 
civic officials, and the City- 


Scratches on Film 





Irritate Audiences 


Scratches are havens for dirt, and 
refract light improperly. On the 
screen, they mar the picture and may 
distract attention. If on the sound 
track, they produce offensive crackling. 


Fortunately, scratches can almost 
always be removed — without loss 
of light, density, color quality, 
sound quality, or sharpness. 


Write for brochure 


EERLESS 


FILM PROCESSING CORPORATION 
165 WEST 46th STREET, NEW YORK 36, NEW YORK 
959 SEWARD STREET, HOLLYWOOD 38, CALIF. 


County Water Commission co- 
operated on the project. 

During September the film was 
screened on continuous projectors 
at the New York State Fair. The 
Syracuse Chamber of Commerce 
is handling distribution, throug 
its Executive Secretary. iy 


* * * 


Vacuum Pouring Steel Process 
Shown in Film by Bethlehem 

* The demand for increased qual- 
ity and high mechanical proper- 
ties of steel, especially in the field 
of highly stressed forgings for the 
atomic energy, electric power, and 
other specialized industries 
prompted the development of the 
vacuum pouring process to rid 
molten steel of entrapped hy- 
drogen. 

Having the knowledge and ex- 
perience of making vacuum 
poured ingots, Bethlehem Steel 
Company has produced a 16mm 
motion picture, Vacuum Pouring 
for Better Forgings, as a way of 
sharing this information with 
others interested in the process 
and the product. 

The 15-minute color film shows, 
through live and animated action, 
each successive step in the va- 
cuum pouring process from prep- 
aration of the equipment to the 
pouring of a multiple-heat ingot. 
Interesting photography includes 
a high-speed television camera 
shot into the vacuum chamber to 
show the molten stream of metal 
exploding into countless tiny drop- 
lets in order to release the trapped 
hydrogen gas into the vacuum. 

Prints of Vacuum Pouring for 
Better Forgings have been re- 
leased for showing by Bethlehem 
on a no-charge basis to scientific 
and engineering groups, educa- 
tional institutions, and other in- 
terested groups. Return postage is 
the only cost for securing this film 
from Publications Department, 
Bethlehem Steel Company, Beth- 
lehem, Pa. ye 


Television monitors quality con- 
trol in Bethlehem’s picture. 
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“With movies, we can train our people 
anywhere, anytime, without policy dilution.” 


says H.S. Logan, Training Director 
Household Finance Corporation 


“Our business is people. We have over 1000 branch man- 
agers throughout the United States and Canada who 
must work with people under a uniform HFC philosophy. 


““Management training movies are the quickest, most 
unerring, and as-close-to-persona! way we've found to 
pass this HFC policy from 'iome office to branch. 
With movies, we can be absolv ely sure of duplicate pres- 
entations and no dilution of policy. 


“To show our movies, we've selected Kodak Pageant 
Sound Projectors. We think they give us fine performance 
on the screen, and quiet, non-distracting operation.” 


Kodak Pageant Projectors 
don't get in the way of the movie 


You, your instructors, or your salesmen don’t have to 
fumble with parts. The Pageant’s reel arms, belts, power 
cord are all permanently attached. A child can set up 
and thread this machine. Many do, in fact, in school- 
rooms everywhere. For a demonstration, call your Kodak 
audio-visual dealer, or for literature, write: 


Kodak Pageant Projector ) EASTMAN KODAK COMPANY, Dept. 8-V, Rochester 4, N. Y. 
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| Hage tegernecg > the value of films 
in the interpretation of his- 
tory, and with “Our American 
Heritage” as its meeting theme, 
the University Film Producers As- 
sociation held its 14th annual 
meeting August 7-13 at William 
& Mary College, Williamsburg, 
Virginia. More than 40 universi- 
ties were represented by over 200 
persons at the conference. 

C. N. (Ned) Hockman of the 
University of Oklahoma was 
elected president of the UFPA for 
the coming year; Luella Snyder, 
Winnsboro, La., is secretary-elect 
and Oscar Patterson of UCLA is 
the organization’s new treasurer. 

Honor Four for Achievements 

President’s Awards, made for 
the first time this year, were pre- 
sented in recognition of achieve- 
ment. John Flory, advisor on non- 
theatrical films for the Eastman 
Kodak Company, was honored for 
his help in guiding the organiza- 
tion through its formative years. 
Past-president Robert Wagner of 
Ohio State (currently editor of the 
UrPA JOURNAL) and Dr. Don 
Williams, of the University of 
Kansas City, another past-presi- 
dent and now president of the 
International Congress of Schools 
of Cinema, were also honored re- 
cipients of President’s Awards. 

The UFPA will host the Inter- 
national Congress at its August, 
1961, annual meeting to be held 
at the University of California in 
Berkeley. 

Speaker Cites Need for Ideas 

The principal speaker, Arch A. 
Mercey, formerly chief informa- 
tion officer of the World Health 
Organization and onetime assist- 
ant chief in the pioneering United 
States Film Service, addressed the 
delegates. He charged them to 
concentrate more on the thoughts 
behind production. 

“Film makers might consider 
devoting more time to ideas and 
the really creative pursuits and 
spend less time on mechanics. The 
technical people are doing a fine 
job in their specialties and we can 
trust them to come up with con- 
tinued improvements and advance- 
ments. 

“Preoccupation with gadgetry 
is a safe course of action; ideas are 
sometimes disturbing and even 
dangerous, but we should never 
sacrifice ideas for inspiration just 
for the sake of playing 
Mercey said. 

Other speakers, some profes- 
sional historians, addressed the 
delegates on the problems and 
potentials in historical film produc- 
tion. Producers were urged to 


safe,” 


50 


UNIVERSITY 


PRODUCERS 


AT WILLIAMSBURG 


Pictured (1 to r) are Dr. Don Williams, Director, Motion Picture Pro- 
duction, University of Kansas City; John Flory, Advisor, Non-Theatrical 
Films, Eastman Kodak Co.; Dr. Robert W. Wagner, Director, Motion 
Picture Division, Ohio State University, as they received President’s 
Awards from Charles N. Hockman, Motion Picture Production, Uni- 
versity of Oklahoma and President of the University Film Producers. 
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Cameras: 16mm & 35mm—Sound 
(Single or Double System)—Silent 
Hi-Speed 


Lighting: Arcs 
Spots 
Reflectors 


Incandescents 
Floods—Dimmers 
All Lighting Accessories 


Sound Equipment: Magnetic— 
Optical—Mikes—Booms 


Grip Equipment: Paral|els— 
Goboes—Other Grip accessories 


Dollies: Crab—Western 
Panoram—Cranes 


Portable 
Lenses: Wide angle—Zoom—Tele- 
photo—Anamorphic 


Generators: Portable—Truck 
Mounted 


Editing Equipment: Moviolas 

Viewers—Splicers—Rewinders 
Projection Equipment: |6mm & 
35mm—Sound & Silent—Slide 
Continuous 


Television: Closed Circuit TV 


Ohare Camera Car: 


*CECO—Trademark of Camera 
Equipment CO. 











Every piece of equipment is 
checked out to perform “better 
than new.” 

Your accountant will explain 
benefits of 
versus buying. 

CECO normal 


servicing free of charge. 


the tax renting 


provides all 


More experts use CECO Rentals 
more often 


because if we don't 


have it, who has? 


Branch: 
CAMERA EQUIPMENT CO., INC. OF FLORIDA 
1335 East 10th Avenue « Hialeah, Florida 


SALES - 


SERVICE - 


,RANK z xER 


RENTALS 


GAMERA CQuipment C..INC. 


Department $64, 315 West 43rd Street, New York 36, 


Gentlemen 


Name 


New York « JUdson 6-1420 


Please rush me your FREE complete catalogue * 
of Rental Equipment 





Firm 





Street 
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make believable historical films in 
which the audience can find iden- 
tification. Patriotism served up on 
a “hard sell” basis often falls flat, 
they said, especially when the 
audience is smothered with “glit- 
tering generalities and panoramic 
spectacle.” 

A better approach, one speaker 
said, would be a smaller scope, 
picturing the small but significant 
things in history and showing the 
human condition at work in his- 
tory—man’s hopes, fears, loves 
and strivings. 

One suggestion by a historian 
was for producers to experiment 
more with the creation of motion 
pictures from still photos, wood- 
cuts, maps, documents, engravings 
and paintings, such as that used 
effectively on television in Meet 
Mr. Lincoln and in Mark Twain's 
America. 

Report on Progress Abroad 

UFPA members who repre- 
sented the organization abroad 
during the past year reported to 
the delegates. Don Williams and 
Ned Hockman reported on Poland, 
Germany and France; Robert 
Wagner, Ohio State, and O. S. 
Knudsen, Iowa State, reported on 
film progress in South America. 

40 motion pictures created by 
university producers were screened 
and discussed during the week. As 
an example of a small aspect of 
history wonderfully related, the 
audience was shown the film, The 
Journey Home, one of the six 
shorts written by James Agee and 
produced for Omnibus telling of 
incidents in the life of Lincoln. 

* * * 


Association Films’ Brochure 
Tells of “The Viewing Millions” 

An informative brochure on 
the state of the film distribution 
business as seen by Association 
Films, Inc., went into the mails 
last month. Called The Viewing 
Millions, it is attractively set up 
in golden ink to celebrate AF’s 50 
years in the business of serving 
16mm and TV audiences. 

“The Viewing Millions” are 
some 155,390,000 people, says 
the brochure, and it points out 
that 60,000,000 were reached by 
Association Films through the vast 
16mm network of 600,000 sound 
projectors in regular and frequent 
use by educators, group and com- 
munity leaders last year. 

In another section, the brochure 
says there are 46,000,000 TV 
households, turned on five hours 
a day, seven days a week. These 
households can be reached by tele- 
casts of sponsored public service 
films. iy 
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Sales 
Increased 
400% 


through 
person-to-person 
Film Showings 
Trae AY 
PROJECTORS 


with 


Tl -Type screens 


A certain film was doing a good PR and 
“soft-sell” job when shown to big audiences 


Then—salesmen started taking it to pros- 
pects WHERE THEY MAKE THEIR 
BUYING DECISIONS—IN 
OFFICES AND HOMES. 


They used the TS! projector shown above. 
Sales increased 400%. 


This projector carries your 16mm sound film 
inside, in a repeater magazine. No reel arms 
—no threading, no room darkening. Just open 
the screen—plug in—and flip a switch .. . 


TECHNICAL 
SERVICE INC. 


31800 W. Eight Mile Rd. 
Farmington, Mich. 


Send us information on 16mm film sell- 
ing successes—descriptions of your pro- 
jectors—and details of your leasing 
plan. 
Company 
By 
Address _ 














or phone Sales Dept., 
KEnwood 3-8800, Detroit 
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The Making of U. S. Steels 


“Modern Steel Making” Leads Off New 
Series Being Produced by Sutherland 


Skip-cars move swiftly up a conveyor sys- 
tem, dumping their loads of iron ore, coke, 
and limestone into the huge mixing pot, the 
blast furnace. Here these ingredients, gathered 
from around the nation and the world, are 
super-heated to begin the purifying process 
step-by-step, soon melting down the white hot 
iron. Another short conveyor trip to open- 
hearth or electric arc furnaces, and these raw 
materials are on their way to becoming red hot 
slabs of strong, but malleable, steel. 

Modern Steel Making is an exciting process, 
and an interesting story as told in this new mo- 
tion picture from United States Steel Corpora- 
tion. Camera close-ups show the troughs of 
bubbling molten iron, animation “takes the 
top off” of the furnaces, and on-the-spot sound 
brings to the viewer the roaring of the steel 
and slag as it is poured into immense ladles. 
Though they work with tons of materials, the 
steelworkers turn out their product with the 
care and precision of a top-flight chef. 

Produced by John Sutherland Studios of 
Hollywood, this 23-minute color film depicts 
the steelmaking sequence from the blast fur- 
nace and open hearth to rolling and finishing 
mills. Location photography was shot in the 
various U. S. Steel mills. 

Marvin Miller, star of TV’s “The Million- 
aire,” narrates the film. Modern Steel Making 
is the forerunner of a series of films now be- 
ing made and known as “The Making, Shap- 
ing and Treating of Steel” series. Five or six 
shorter subjects in this series, covering differ- 
ent phases of steelmaking, will be released 
soon. This first film replaces an older U. S. 
Steel motion picture, Steel—Man’s Servant. 

Versions of Modern Steel Making in Spanish, 
French, German, and Portuguese are being 
prepared for distribution abroad. It is now 
available for television bookings as well as for 
showings to schools, civic organizations, 
churches, and other groups. 

According to Alvin L. Krieg, Chicago dis- 
trict director of public relations for U. S. Steel, 
films in that corporation’s motion picture li- 
brary were shown 35,639 times during the first 
six months of 1960 to an audience of 19,236,- 
106. Rhapsody of Steel, the award-winning 
film produced recently by John Sutherland 
Studios for U. S. Steel, has had, since its re- 
lease, showings in 4,500 theaters around the 
country, with a total of 11 million viewers. 


WANTED TO BUY FOR CASH 
16MM AND 35MM CAMERAS 
AND ACCESSORIES 
MITCHELL—BELL & HOWELL STANDARD 
AND EYEMO—ARRIFLEX—MAURER—ALSO 
LABORATORY, EDITING AND 
LIGHTING EQUIPMENT 


CAMERA EQUIPMENT CO., INC. 
315 WEST 43RD STREET 
NEW YORK 36, N.Y. 
CABLE—CINEQUIP 


NEW 

projection screen 
now enables you 

to view pictures in 
semi-darkened rooms 


It is true that you can project better pictures 
in darkened rooms—but there are many 
times when room darkening is inconvenient, 
difficultand costly. Now, with the new Radiant 
exclusive “truly lenticular” screen, which 
controls both horizontal and vertical light 
reflection, you can project slides and movies 
effectively in normally or partially lighted 
rooms where no unusual lighting conditions 
prevail. For industry and business—this 
permits projection in shows, conventions 
and offices where room darkening is not 
practical. 

Send for Illustrated Booklet 

which gives the complete ex- 

planation of this new truly lentic- 

ular screen, also catalog giving 
specifications and prices of 

Radiant's complete line of lentic- 

ular and glass-beaded screens 

of every type for every purpose. 


RADIANT 
Sentioulor 
SCREENS 


r 


| Radiant Manufacturing Corp. 

P. O. Box 5640, Chicago 80, Ill 

| Gentlemen: Please rush me free copy of your 
booklet “The Miracle of Lenticular Screens" 

| and complete Radiant Screen Catalog. 

| Name 

| School 

| Address 

City 
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Outboard boat drivers in rugged 
ramp jump for “Boats A’Poppin’”’ 


Daredevil Boaters in Action 
Filmed by Veteran Cameraman 

With a film that Paramount 
Pictures says represents “a return 
to fundamental action” in the 
filming of short subjects, Richard 
Matt, producer, director and 
photographer of more than 70 
sponsored 16mm outdoor, marine 
and adventure films has entered 
the field of theatrical films. 

His first production is a 17- 
minute, 35mm _ wide-screen color 
featurette entitled Boats A’Pop- 
pin’, just released by Paramount 
for U.S. and world-wide distribu- 
tion. Featured in the film are six 
outboard boat drivers called the 
“White Angels,” patterned after 
the Navy’s famous precision fly- 
ing drill team, “The Blue Angels.” 

Leap Through Fiery Wall 

Action highlights include these 
daredevil drivers putting their 15- 
foot aluminum boats and 40- 
horsepower outboard engines 
through the paces of wake jump- 
ing, ramp jumping, land crossing, 
and leaps through a 20 by 40-foot 
wall of flames. LIFE magazine re- 
produced a full-page color still of 
this fiery scene in its August 29 
issue. 

Filmed in its entirety at Cypress 
Gardens, Florida, Boats A’Pop- 
pin’ also features the colorful ac- 
tion of the famous water ski 
show there, including the Aqua- 
Maids’ ballet on single skis, bare- 
foot water skiing backwards and 
frontwards, flying-kite routines, 
and antics of the Aqua-Maniacs. 
Producer-Director Matt appears in 
the film in a short comedy se- 
quence. 

In his career as producer, direc- 
tor and photographer of non- 
theatrical motion pictures, Matt 
has taken his camera throughout 
the world from the wilds of the 
Amazon River in South America 
to Copenhagen, Denmark, and in- 
to the heart of America’s scenic 
and wild country, including Geor- 
gia’s Okefenokee Swamp and 
Oregon’s rugged Rouge River. 

In one of his recent pictures for 


Colorful New Films Serve Wide Audience 


Johnson Motors, outboard engine 
manufacturer, Matt filmed the 
first crossing of the Atlantic Ocean 
by an outboard boat, doing most 
of the shooting while hanging high 
in the air in a bosun’s chair on an 
accompanying freighter. 
Paramount’s Award Choice 
Paramount predicts an “Oscar” 
in the offing for Boats A’Poppin’. 
Edgar Fay, Paramount’s short 
subjects executive, said the film is 
that studio’s selection for an 
Academy Award in the two-reel 
division. te 
+ * * 
Siding Sense Tells History of 
Shelter, Promotes Wood Siding 
“To have good siding sense is 
to know 
our most dependable 
materials—sawn 


building 
lumber siding.” 
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and understand one of 


With this theme, the Western Pine 
Association tells, via a new 16mm 
motion picture, the wood siding 
story completely and concisely. 

Beginning with a delightful ani- 
mated prelude reaching back to 
the days of our caveman ances- 
tors, the film tells the general his- 
tory of how man has provided 
shelter for himself through the 
ages. Included in the live se- 
quences are flashbacks to fine old 
homes built in the 19th Century, 
still standing. Also shown are 
three homes built in 17th Century 
New England—still on exhibition 
as prize examples of the longevity 
of wood. 

Siding Sense is intended to cre- 
ate an appreciation for wood sid- 
ing, and using the requirements 
of exterior siding—beauty, dur- 
ability, weatherability and ease of 


PRODUCTION #1134 


POLAROID CORPORATION 


Better Films 
bs Just Happen / 


For Films That Bring Results Call or Write: 


M PRODUCTIONS, $n. 


. RE 4-3164 


n Mas . HA 6-8904 
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maintenance—the story picture- 
paints a colorful impression of its 
potential in architecture, design 
and living. 

The sponsor of the film, West- 
ern Pine Association, is an organi- 
zation of more than 400 lumber 
mills in the West whose slogan 
reads “Producing Lumber 
Today, Growing Trees for To- 
morrow.” Produced in full color 
by Photo-Art Commercial Studios 
in Portland, Oregon, Siding Sense 
is available on free loan to edu- 
cational, architectural and general 
groups from the Association. 

* * * 


Bureau of Mines Releases 3rd 
Version of California Film 


A newly-revised version of the 
popular film, California and Its 
Natural Resources, emphasizing 
the advancements which have 
taken place since the last revision, 
is now available for free showings 
from the Bureau of Mines, United 
States Department of the Interior. 

The theme of the 30-minute, 
color film is the contribution of 
mineral and energy resources to 
the Golden State’s notable indus- 
trial and economic progress; se- 
quences picturing mining opera- 
tions, irrigation projects, petrole- 
um production, modern farming 
and forestry practices show how 
Californians are developing and 
conserving their natural resources 
to provide a foundation for pres- 
ent and future growth. 

Not neglected, however, is 
California’s perennial appeal as a 
vacation land and tourist mecca, 
with scenes filmed at National and 
State parks and amusement cen- 
ters, and action shots of winter and 
summer sports. 

Produced by Fred Rockett Co. 

The Frederick K. Rockett Co., 
Hollywood, produced the 16mm 
motion picture, which is the third 
version of California since the 
original came out in 1948. The 
Bureau of Mines estimates that 
more than 8 million people have 
viewed the film in one version or 
another at the 110,000 group 
showings it has had to date, with 
millions more having seen public 
service showings on television. 

The recently completed film was 
sponsored by the Richfield Oil 
Corp., Los Angeles, which pro- 
vided prints for circulation to 
schools, universities, scientific, 
civic and industrial groups. 

Requests for loans of California 
and Its Natural Resources may be 
sent to Graphic Services, Bureau 
of Mines, 4800 Forbes Ave., Pitts- 
burgh 13, Pa. Borrowers must pay 
return charges. by 


SCREEN MAGAZINE 





16MM MOTION PICTURES 
Available for Free Loan* 





A Little Time for Henry, 17 min., 

color, Republic Steel. Animated 
cartoon about a salesman’s manage- 
ment of his time. How sales result 
from planning time expenditure to 
best advantage is shown. Important 
points of proper time management 
also applicable to other business 
people. Source: Republic. 


A Talk With Mr. D., 20 min., color, 
Standard Pressed Steel. Created 
as a needed missing link in the dis- 
tributor’s sales and promotion pro- 
gram, this film explains, via Mike 
Wallace-type interview format, the 
important but often misunderstood 
role of industrial distribution in the 
business economy. The picture 
covers many of the principal ways 
in which the industrial distributor 
serves both buyer and supplier alike. 
Centered around an interview with 
Mr. D.—the typical industrial dis- 
tributor—by an interrogator who 
initially is a doubting antagonist 
but subsequently becomes a convert 
to industrial distribution. Source: 
Standard Pressed Steel Co. 


Calling All Salesmen, 14 min., color, 

Life Magazine. Animated cartoon 
shows salesmen that national ad- 
vertising of the products they sell 
to be retailed locally is also local 
advertising; this advertising helps 
retailers sell the products the sales- 
men supply. Source: Life. 


The Care and Handling of Buyers, 

45 min., b/w, Republic Steel Corp. 
Tips on the effective application of 
fundamentals of successful selling, 
gathered from nationwide field sur- 
veys of people in buying and selling 
today. Told via story of improve- 
ment of Salesman Jim Sennett. 
Source: Republic. 


Career Calling, 27 min., Chevrolet 

Div., General Motors. Candid in- 
terviews with college students pro- 
vide a live news quality in this time- 
ly sales recruitment picture. The 
students’ reasons for avoiding the 
million sales job opportunities in 
today’s economy are contrasted with 
the professional viewpoints given by 
successful salesmen. Several top 
corporation executives who started 
as salesmen also emphasize the op- 
portunities. The film is narrated by 
John Daly, tv commentator. Free 
loan. Source: GM. 


Chuck Woods, Go-Giver, 26 min., 

b/w, Wood Conversion Company. 
Gives retail lumbermen examples of 
effective selling techniques and 
proper customer relations. General 
advice for retail salesmen centers 
around treating the customer as a 
guest, with the salesman-host help- 
ing him by asking questions, guiding 
the purchase. Source: Wood. 


Design for Selling, 30 min., b/w, 
Johnson & Johnson. Dramatically 


*Sources of these films are keyed 
to addresses on page 59. 
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portrays need and methods for 
modernizing interiors of drug stores 
to meet the new buying habits of 
customers. Merchandising ideas in- 
cluded in the story. Package pro- 
gram consists of film, leaflets and 
other materials. Source: Johnson. 


Down to Earth, 25 min., b/w, Ameri- 
can-Standard. A crotchety Irish 
plumber, a touch of “boy-meets- 
girl,” an invasion of the Pearly 
Gates, and a heavenly “Earth-o- 
scope” combine to do a down-to- 
earth sales indoctrination job; get- 
ting plumbing contractors and jour- 
neymen plumbers interested in 
“journeyman selling.” Source: 
American-Standard. 


Engagement Party—The Story of 

Trading Stamps, 29 min., color, 
Sperry & Hutchinson Co. How and 
why merchants give their customers 
the bonus of trading stamps. Be- 
hind-the-scenes story of the idea 
that for over 60 years has benefited 
large and small businesses, their 
customers and the American econ- 
omy. Told in terms of a young couple 
planning for the future, the film 
stars actor Leon Ames. Source: 
Modern. 


It’s All Yours, 35 min., b/w, Republic 

Steel Corp. The difference between 
the top-notch and mediocre salesman 
is often determined by the knowl- 
edge of his products and his fore- 
sight in appraising all possible ap- 
plications for the products he sells. 
Tells how one salesman, by con- 
scientious effort and creative think- 
ing, rose above the “law of average” 
salesman. The use of samples, dis- 
cussions about competitive products 
and prices, service and delivery, are 
among the many selling points 
dramatically demonstrated. Source: 
Republic. 


It’s Up to You, 25 min., color, Kraft 

Foods & National Restaurant As- 
sociation. Designed to show food 
service operators and _ suppliers 
facts about merchandising, selling, 
and advertising as methods to build 
their business. Source: Kraft. 


Of Time and Salesmen, 35 min., 

b/w, Dun & Bradstreet. Suggests 
to salesmen ways of planning their 
working day to get the most effec- 
tive use of minutes and hours spent 
on customer calls and interviews. 
Source: Modern. 


Small Business U. S. A.—The Story 
of Main Street, 33 min., b/w, Dun 
& Bradstreet. In trying to answer 
the question, “Is there a formula for 
success in business?” an accountant 
visits the small business men of 
Main street. How problems are met 
—successfully and unsuccessfully— 
are shown in a number of typical 
small businesses: hardware, grocery 
and drug stores, ladies’ apparel shop 
and boys’ wear shop. Presents points 
of guidance regarding buying skill, 
selling skill, accurate record keeping 
and integrity. Source: Modern. 


Story of Distributive Education, 

The, 21 min., color, Sears-Roebuck 
Foundation & American Vocational 
Assn. A training program for ca- 
reers in retailing and allied fields. 
Shows the setting up of a D. E. pro- 
gram, where students combine class- 
room studies with part-time work in 
local stores and other distributive 
enterprises. Significance of the pro- 
gram is told by Mr. John Beau- 
mont, Director of the Division of 
Distributive Education, U. S. Office 
of Education. Source: Modern. 


The Story of Oil Marketing, 27 min., 
color, Shell Oil Co. How oil is 


Motion picture and slidefilm showings help widen salesmen’s horizons. 
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sold and how young men can pre- 
pare for careers in oil marketing. 
Explains means of good service— 
getting products to the customer 
when, where, and how the customer 
wants them. Source: Shell. 


Success Story, 30 min., b/w, John- 

son & Johnson. Sequel film to 
Design for Selling. Tells how to 
modernize exteriors of drug stores 
for eye appeal and most effective 
display of merchandise. Package 
program includes film, booklets and 
“how-to-do-it” manual. Source: 
Johnson. 


The Voice of Your Business, 13 min., 

color, Bell System. Mr. Long is a 
happy man. His business is running 
smoothly—more orders, more 
pleased customers and more profits. 
Mr. Short is very unhappy. His busi- 
ness is sliding, his profit slim, his 
customers leaving. So Mr. Short 
decides to do some detective work 
to discover the reason. He finds his 
business has a bad phone voice—a 
voice that is unhelpful and un- 
pleasant. On the telephone, his peo- 
ple remind him of animals rather 
than humans. By improving the 
voice of his business, Mr. Short finds 
a key to success. Source: Bell. 


Wanted—Man Alive, 11 min., b/w, 

General Motors Corp. A “tongue- 
in-cheek” approach to selling for 
any sales-training meeting. In an 
off-beat change-of-pace way, sales 
manager’s complaints are put across 
to emphasize the weaknesses of 
lackadaisical marginal salesmen. 
Source: GM. 


World Is Yours, The, 27 min., color, 

Montgomery Ward & Co. An in- 
ternational trip with the mail order 
house buyers. Visits to the fashion 
salons of Paris and Rome; shows 
how the large company buys from 
small retailers in an Italian village. 
The differences between American 
and other systems of distribution 
are contrasted when the camera goes 
to a Russian fashion show. Source: 
Assn. Films; Modern. 





16MM MOTION PICTURES 
for Rental and Purchase 


American Portrait, 25 min., b/w, 

Institute of Life Insurance. Em- 
phasizes the important place that 
the salesman occupies in the com- 
munity. The life insurance salesman 
brings to the American public a 
better way of life—just as the pio- 
neer salesman of the coal-oil lamp, 
the salesman of automobiles, and 
the salesman of packaged foods did 
(CONTINUED ON THE NEXT PAGE) 
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before him. Source: A-V Center— 
rental $1.50 for one day, plus ship- 
ping charges. 


Approach, 11 min., b/w, McGraw- 
Hill Book Co. Correlated with 
Russell and Beach’s A Textbook of 
Salesmanship, film stresses the im- 
portance of a well-planned sales in- 
terview. Do’s and don’ts illustrated. 
Follow-up filmstrip also available. 
Source: McGraw—purchase: motion 
picture, $65.00; filmstrip, $5.00. 


Autopsy of a Lost Sale, 30 min., 

b/w. Shows the salesman how to 
evaluate with self-criticism in order 
to improve selling technique. Illus- 
trates the 12 principal reasons why 
salesmen lose orders. Source: Swank 

rental, $15; with Leader’s Guide 
and Visual Digest. 


Ben Franklin Sells Today, 23 min., 

b/w, Jam Handy Org. Benjamin 
Franklin, America’s first star sales- 
man, laid down rules to help sell 
personalities, ideas and merchandise. 
In modern selling situations, these 
precepts are applied to selling many 
kinds of merchandise and intangi- 
bles—methods good in any type of 
business. Source: Jam Handy—pur- 
chase, $145; rental (can be applied 
to purchase within 30 days) $25 for 
one day, $15 for second day, $10 
each day thereafter. 


The Bettger Story, 30 min., b/w, 
Dartnell Corp. Frank Bettger, 
author of the book How I Raised 
Myself From Failure to Success in 
Selling, is shown demonstrating the 
points in his book which wil! assist 
any salesman in making himself 
better and more successful. Over 
coming objections, making the sale 
in spite of competition, the im- 
portant secret of salesmanship, all 
are dramatically presented. Source: 
Dartnell—purchase, $290.00; rental 
$1.00 per person attending each 
showing with a minimum charge of 
$40.00, plus shipping both ways. 


Career of a Salesman, 11 min., b/w, 

National Sales Executives. Pro- 
duced by NSE as a refutation of the 
movie Death of a Salesman. Dis- 
cusses and reveals the utility of the 
sales profession and the proper 
training necessary. from 
Death of a Salesman, showing the 


Scenes 
improper sales attitude, are com- 
pared to the proper approach. 
Source: Business Education—rental, 
$3.50 for one day, plus postal 
charges. 


Challenge to America, 28 min., b/w, 

Assn. of National Advertisers. 
Shows that creative marketing is the 
only way to goods in the 
volume necessary to maintain our 
American economy. With such mar- 
keting, companies can help people 
achieve the better living they want 
and can afford. Stress is on effective 


move 
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marketing as the answer to fears of 
overproduction and unemployment. 
Source: Assn. Nat'l. Advertisers— 
purchase, $75.00 plus shipping 
charges. Free loan for preview 
purposes. 


Closing the Sale, 30 min., b/w, 
Dartnell Corp. Famed sales team 
of Borden and Busse demonstrate 
five specific methods for closing 
sales which experience has proved 
to be the most practical and effec- 
tive. Also helps salesman or dealer 
overcome fear of asking for an order 
when the time comes. Importance 
of sincere customer service is also 
stressed. Source: Dartnell—pur- 
chase, $290.00; rental $1.00 per per- 
son per showing with minimum 
charge of $40.00, plus shipping both 
ways. 
Country Auctioneer, 9 min., b/w, 
Nat. Film Bd. (Can.). Reveals 
methods used hundreds of 
years ago, still in vogue today. An 
auctioneer, at a country auction, 
demonstrates his sales ability to 
dispo-e of farmers’ goods. The cus- 
tomers are drawn to the sale as 
much by his vocal tricks as by the 
items on the block. Source: Business 
Education—rental, $2.50 for one 
day, plus postal charges. 


sales 


Developing Your Sales Personality, 

30 min., Dartnell. Featuring the 
sales team of Borden and Busse, this 
film demonstrates the personality 
quirks common to many salesmen, 
all of which cause them to lose busi- 
ness. B & B show in practical and 
often humorous sketches how any 
salesman can improve his sales per- 
sonality and correct his personality 
weaknesses. Seven specific points are 
made as highlights of the film to 
show how to develop habits and 
manners of modesty, friendliness, 
confidence, enthusiasm, animation, 
and reliability to make the customer 
feel he is king and to improve sales. 
Source: Dartnell—purchase $290, 
with comprehensive meeting guide; 
rental $1.00 per person per showing, 
minimum charge $40, plus shipping. 


Devil to Pay, The, 28 min., b/w, 

Nat'l. Assn. of Wholesalers. The 
humorous story of what happens 
when wholesalers are eliminated 
from our business system. Buster 
(Diabolus) Keaton rockets from 
space to earth and bumbles into a 
national revolt against wholesalers. 
To the tune of an old time piano, 
chaos unfolds across the screen as 
the strike against the middleman 
sweeps the country. Retailers grow 
to hate manufacturers; customers 
grow to hate retailers; one by one 
the headaches multiply, until there 
is the very devil to pay. Source: 
Nat'l. Assn. of Wholesalers—pur- 
chase $125.00, rental $7.50 per show- 
ing. 


Many 


Herman Holds a Sales Meeting, 10 

min., color, Dartnell Corp. A 
humorous spoof of all the hackneyed 
sales meeting situations . the 
overloaded expense account . . . the 
cliched sales pitch . . . the appeal to 
sell more new accounts. An effective 
counterbalance to the serious side 
of any sales meeting. Shows a 
sales meeting of a mythical com- 
pany, run by its dynamic and “con- 
servative” sales manager, Herman 
J. Flounder, Jr., who really peps up 
the boys so that “with perseverance, 
hard work, and steadfast endeavors, 
Flounder Foundry will advance to 
new frontiers.” Source: Dartnell— 
purchase $125; rental $50, plus ship- 
ping charges. 


Herman’s Secrets of Sales Success, 

10 min., color, Dartnell Corpora- 
tion. Sequel, by popular demand, to 
Herman Holds a Sales Meeting. In 
this ever-to-be-remembered _per- 
formance, “Herman” entertainingly 
tells how he did it . . . how he pulled 
himself up the ladder of sales suc- 
cess, and lays bare the real secrets 
that lead to success in selling. Good 
meeting device or program break. 
Source: Dartnell—purchase $125 
plus postage; rental, $50.00 for each 
showing, plus postage. 


How to Develop Your Dynamic 

Power, 30 min., b/w, ICR Corp. 
Think correctly and develop a finer 
personality, better human relations 
and greater success in life and busi- 
ness—the message of Dr. Norman 
Vincent Peale presented in this film. 
Dr. Peale illustrates the need for 
self-analysis and positive thinking in 
order to develop the “drive” neces- 
sary in today’s highly competitive 
society. Source: ICR—long-term 
rental, $195; one day, $40; plus 
shipping. 


How to Make a Sales Story Sell, 30 

min., b/w. The film dramatizes 
the following five sales principles: 
Three-dimensional exhibits; Mag- 
netize your Salesmanship' with 
curiosity; Dramatize your Salesman- 
ship with Tests; Let your prospect 
be the Tester; Use your prospect’s 
props. Source: Swank—rental, $15, 
with Leader’s Guide. 


How to Sell Creatively, 30 min., 
b/w, Dartnell Corporation. Actual 
cases are used to show how creative 
salesmen overcome the “token 
order” bugaboo. Shows specific tech- 
niques to ferret out the hidden needs 
a buyer might have for this particu- 
lar product or service. Demonstrates 
how imagination can be used to 
raise the buyer’s sights, and sug- 
gests steps any salesman can take 
to move buyers to act Now rather 
than later. Source: Dartnell—pur- 
chase $290 with meeting guide, book- 
let. Rental, $1.00 per person per 
showing, $40 minimum charge, plus 
shipping charges both ways. 


of these sound films are available directly from producers (see 


source listings on page 59). Note special rental terms where applied. 


How to Sell Quality, 30 min., b/w, 

Dartnell Corp. Script taken from 
booklet How to Sell Quality, by J. 
C. Aspley. A typical frustrated 
salesman is taken through a series 
of eye-opening sequences in which 
he observes topflight salesmen of 
quality products and services in 
action. He convinces himself that 
selling quality is the answer to price 
competition and the best way to 
build a future in selling. Source: 
Dartnell—purchase, $290.00; rental, 
$1.00 per person per showing with 
minimum charge $40.00, plus ship- 
ping both ways. 


How to Talk Business to Win, 25 

min., b/w, ICR Corp. A practical 
approach to the secret of successful 
accomplishment—f ull y developing 
one’s skills. Millard Bennett, well 
known sales executive, explains how 
knowledge, experience, initiative and 
ingenuity all function together to 
develop a more effective sales per- 
sonality. Designed to show that 
success with people can be won. 
Source: ICR—long-term rental, $195; 
one day, $40; plus shipping. 


How to Up Sales by Better Sales 

Supervision, 30 min., b/w, Dartnel! 
Corporation. Demonstrates key tech- 
niques of good supervision by show- 
ing how to: get people to do what 
management wants done; hold good 
salesmen against the sniping of 
competitors; reinforce “tell-how” 
training with “do-how” demonstra- 
tions; improve salesmen’s perform- 
ance by skillful appreciation. Source: 
Dartnell—purchase $295 with meet- 
ing guide, work kits. Rental, $62.50 
plus postage, per showing. 


Imagination at Work, 22 min., b/w 

or color, Roundtable Productions. 
Aimed at encouraging creative think- 
ing in management development and 
sales training, the film is used to 
stimulate the flow of new ideas and 
to develop an atmosphere in which 
creative abilities are recognized and 
encouraged. Centers around presen- 
tation and discussion of four factors 
which psychological research has 
shown contribute to creative ability: 
sensitivity, fluency, flexibility and 
originality; also deals with the 
major perceptual, cultural and emo- 
tional blocks that inhibit creative 
thinking and suggests how to over- 
come them. Source: Roundtable— 
purchase b/w $140.00, color $240.00; 
5-day preview before purchase, or 
rental $25 per week. 


The Importance of Selling, 20 min., 

b/w, Encyclopaedia Britannica 
Films. Emphasizes the services pro- 
vided by salesmen to business and 
the consumer. Describes the struc- 
ture of typical sales organization 
and shows the duties of sales execu- 
tives, following a product to its 
ultimate sale to the consumer. 
Source: EBF—purchase $120.00; 
rental $4.50. 


The Inside Story, 15 min., color, 

Masonite Corp. Illustrates princi- 
ples of retail selling using Masonite 
Hardboard as the product. Describes 
production of the various types of 
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hardboard and gives advantages and 
uses. Source: A-V Center—rental, 
$1.50 for one day, plus shipping 
charges. 


It’s Good Business, 30 min., b/w, 

Bates Manufacturing Co. Answers 
such questions as: “What about 
gifts?”, “What about reciprocity?” 
for salesmen and purchasing agents. 
Also touches on courtesy on the part 
of purchasers to salesmen and pur- 
chasing policies. Shows why pur- 
chasing agents give preference to 
salesmen who put themselves in the 
buyer’s place, show a knowledge of 
their product, and offer ideas to the 
buyer. Sequel to It’s the Little 
Things That Count. Source: Bates— 
purchase, $56.75 fob New York; loan 
charges, $2.50 per print for servic- 
ing, borrower pays postage both 
ways. 


It’s the Little Things That Count, 

30 min., b/w, Bates Mfg. Co. Spot- 
lights better selling techniques by 
dramatizing sales principles fre- 
quently neglected or forgotten. 
Source: Bates—purchase $61.90 fob 
New York; loan charges, $3.50 per 
print for servicing, borrower pays 
shipping both ways. 


It’s A Pleasure, 18 min., b/w, 

Cooper’s Inc. A salesman dis- 
covers that by being helpful to his 
customers and by trying to under- 
stand their needs he can find satis- 
faction and profit in his job. Source: 
A-V Center—rental $1.50 plus ship- 
ping charges. 


Making That Sale, 17 min., b/w, 

McGraw-Hill Book Co. Methods of 
closing difficult sales and need of 
effective follow-up are presented as 
given in Russell and Beach’s A 
Textbook of Sale smanship. Demon- 
strations of products and meeting 
objections are stressed. Follow-up 
filmstrip also available. Source: Me- 
Graw—purchase, motion picture 
$100.00; filmstrip $5.00. 


Man to Man, 25 min., b/w, Reming- 

ton Arms Co. Suggests five selling 
principles designed to make your 
sales more accurate, foolproof and 
faster. Tells how effective these sell- 
ing principles can be when backed 
up with real product information. 
Source: A-V Center—rental $1.50 
for one day, plus shipping charges. 


Memo To a Salesman, 30 min., b/w, 

Fortune Magazine. Spoofs the 
paperwork involved in selling and 
shows the frustration of the sales- 
man in handling the mountain of 
paperwork at his own desk. Also 
demonstrates the worst examples of 
the inter-office memo in the sales 
department. A sequel to The Sales- 
man, starring Dave Oliver. Source: 
Fortune—purchase, $200.00 (some 
short-term loan and preview prints 
available allow one month’s 
advance notice.) 


Source Addresses (keyed to titles 
above) are provided on page 59 of 
this Film Guide section. Note rent 
and purchase terms and limitations. 
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More Than Words, 14 min., color, 
Henry Strauss & Co. Combination 
animation and live action present 
communications from all points of 
view—what it is, how to improve it, 
its importance. The necessity of 
choosing the right communications 
tool and method in regards to the 
nature, expense, time and frequency 
of the message; the presence of 
“unspoken communications” through 
gestures, expressions, tone of voice; 
and an outlined working communica- 
tions plan built around recognition 
of the sender and receiver in every 
communications instance, are high- 
lights of the film. Study booklet and 
leader’s guide included for discus- 
sion aids. Source: Strauss—pur- 
chase $185; preview charge $17.50, 
deductible from purchase price. 


Nearly Right Won't Do, 28 min., 

b/w, Alexander Smith & Sons 
Carpet Co. Designed to help the 
housewife select the proper rug or 
carpet. Explanation of quality in 
rugs, rug making, and the selection 
of appropriate colors and designs. 
Useful to salesmen in enabling 
them to obtain customers’ points of 
view as a basis for effective selling. 
Source: A-V Center—rental $1.50 
for one day, plus shipping charges. 


The Nimble Young Man, 30 min., 

b/w, Packard Motor Series. Re- 
views the basic principles of the 
selling process—create a willingness 
to listen; know your product; create 
a desire to own; remove objections; 
close the deal—and shows how a 
versatile Packard salesman was able 
to adapt them to a specific situation 
and to specific people. Source: A-V 
Center—rental $1.50 for one day, 
plus shipping charges. 


Opening the Sale, 30 min., b/w, 

Dartnell Corp. Borden and Busse, 
famed sales team, demonstrate to 
salesmen certain skills and _ tech- 
niques they can use to improve the 
effectiveness of their approach and 
ease their way to the order. Source: 
Dartnell—purchase, $290.00; rental, 
$1.00 per person per showing, with 
minimum charge of $40.00 per show, 
plus shipping both ways. 


Overcoming Objections, 30 min., 
b/w, Dartnell Corp. Borden and 
Busse demonstrate how salesmen, 
distributors, jobbers, and dealers 
can change objections from stum- 
bling blocks into sales-getting step- 
ping stones. Concentration is on 
basic techniques that can make any 
objection lose force—without the 
customer losing face. Source: Dart- 
nell—purchase, $290.00; rental, $1.00 
per person per showing with mini- 
mum charge of $40.00 per show, 
plus shipping charges both ways. 


The Power of Enthusiasm in Sell- 

ing, 30 min., b/w, Dartnell Corp. 
Dramatizes the importance of sales- 
men learning more about their 
product and the problems of those 
on whom they call. Demonstrates 
that sincere enthusiasm based on 
knowledge is one of the most im- 
portant personality factors in sell- 
ing. Source: Dartnell—purchase, 
$290.00; rental, $1.00 per person per 
showing with minimum of $40.00 per 
showing, plus shipping charges both 
ways. 


Pre-Approach, 11 min., b/w, Mc- 

Graw-Hill Book Co. Preparation 
for the sale involves extensive plan- 
ning—how a sales plan can be ad- 
justed to meet expectations of buyer. 
From Russell and Beach’s A Test- 
book of Follow-up 
filmstrip also available. Source: Me- 
Graw—purchase, motion picture 
$65.00; filmstrip $5.00. 


Salesmanship. 


Presenting Your Sales Case Con- 
vincingly, 30 min., b/w, Dartnell 
Corp. Borden and Busse present five 
techniques to assist salesmen in con- 
vincing the prospect or buyer that 
they should buy their product. In 
some selling sequences they demon- 
strate “soft spots” in sales inter- 
view which cause lost orders—and 
what can be done about them. 
Source: Dartnell—purchase, $290.00; 
rental, $1.00 per person per showing 
with minimum charge $40.00 per 
show, plus shipping both ways. 


Prospecting, 10 min., b/w, McGraw- 
Hill Book Co. Three salesmen are 
interviewed on how they selected a 


Industry provides modern audio-visual facilities for sales groups. 
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prospect. Explains their methods 
and makes mention of other sys- 
tems for getting new customers. 
Correlated with Russell ani Beach’s 
A Textbook of Salesmanship. Fol- 
low-up filmstrip also available. 
Source: McGraw—purchase, motion 
picture $65.00; filmstrip $5.00. 


The Quarterback, 29 min., b/w, 

Nat'l. Assn. Mfrs. Recounts the 
difficulties of a young man whose 
training and school athletic popu- 
larity fail to fit him for adult oc- 
cupational responsibilities. Shows 
how, as a real estate salesman, he 
makes rash investments and talks 
about football instead of real estate 
to customers. He is subsequently 
dismissed from his first and then 
second job and his wife assumes 
financial support of the family. Wiser 
and humbled, he returns to his first 
employer for a second chance and 
becomes a successful salesman. 
Source: Business Education—rental, 
$2.50 for one day, plus postal 
charges. 


The Right Approach, 6 min., b/w or 
color, Crawley Films, Ltd. Im- 
portance of using the right opening 
to start sale flowing smoothly. A 
welcoming atmosphere to the store 
through the attitude of sales staff. 
Source: International—p urchase, 
color-$75.00, b/w-$40.00: rental, 
color-$4.50 a day, $9.00 a week; 
b/w-$3.00 a day, $6.00 a week. 


Sales Catchers, 15 min., color, 

Point-of-Purchase Advertising In- 
stitute. Deals with point-of-purchase 
window and store displays. Offers 
suggestions on how to use displays 
effectively, and illustrates actual 
experiences of national advertisers. 
Source: A-V Center—rental $2.00 
for one day, plus shipping charges. 


Sales Promotion or Shaping 

Thoughts, 18 min., color, Sea- 
grams Distillers. Film points out 
how the retailer’s thoughts can be 
shaped by the salesman who can 
function as business advisor, not 
just an order taker. Salesmen must 
point out the advantages of good 
sales promotion; how to attract the 
public through intelligent window, 
shelf, counter and floor display. 
Source: A-V Center—rental $1.50 
for one day, plus shipping charges. 


The Salesman, 30 min., b/w, For- 

tune Magazine. Dave Oliver stars 
as the salesman attending a typical 
(horrible example-type) sales con- 
vention, complete with cliche-ridden 
convention sales harangue. He ex- 
presses all possible facial reactions. 
Useful both as a humorous opening 
to any sales meeting and a “how- 
not-to-do-it” demonstration of bor- 
ing any sales audience to death un- 
less meetings are properly con- 
ducted. Source: Fortune—purchase 
—$200.00 (some preview and short- 
term loan prints available, allow one 
month’s advance notice). 


(CONTINUED ON FOLLOWING PAGE) 
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The Salesman Makes a Call, 30 

min., b/w, Fortune Magazine. A 
parody on sales techniques shows 
Dave Oliver as the salesman waiting 
in the outer office of a client, re- 
membering everything his boss told 
him to say when he sees the cus- 
tomer, figuring out strategies for 
making the sale. Surprise ending 
makes this film particularly humor- 
ous. Another “horrible example” or 
introduction to sales training course 
production. Source: Fortune—pur- 
chase, $200.00 (some preview and 
short-term loan prints available .. . 
allow one month’s advance notice). 


Selling—A Career For You, 15 min., 

color, City College Audio-Visual 
Extension Service. Suggests selling 
as a career which offers challenging 
and interesting work, higher pay, 
good promotional possibilities and 
opportunity to meet people and 
travel widely. Describes personality 
traits and educational background 
that speed the road to successful 
selling. Source: A-V Center—pur- 
chase $20.00; rental $3.00 one day 
plus shipping charges. 


Selling the Sizzle, 30 min., color, 

Fotovox, Inc. Elmer Wheeler, 
known as the salesman’s salesman, 
presents a condensed version of his 
sales training course in this film. 
His five points to improve sales and 
customer relations are demon- 
strated. Source: Ideal—rental, $1.00 
per person for first 100 per showing 
(minimum $40.00), $.50 per person 
for all those after first 100. 


Selling Your Personality, 11 min., 

b/w or color, Crawley Films, Ltd. 
Graphic demonstration of courtesy, 
intelligence and interest in the cus- 
tomer that makes for sales and re- 
sales. Right and wrong methods of 
retail selling demonstrated. Source: 
International—purchase,_ color- 
$110.00, b/w-$60.00: rental, color- 
$6.00 a day, $12.00 a week; b/w- 
$4.00 a day, $8.00 a week. 


Sense Into Dollars, 13 min., b/w or 

color, Crawley Films, Ltd. De- 
scriptive selling and multiple sales 
within a department combine with 
suggestion of featured merchandise 
in other departments. Source: In- 
ternational—purchase, color-$125.00, 
b/w-$65.00: rental, color-$6.00 a day, 
$12.00 a week; b/w-$4.00 a day, 
$8.00 a week. 


Sizzling Sixties, 8 min., color, Swift 

& Co. With photos, graphs, and 
animation, this film portrays the 
growth of markets during the past 
decades and shows, by comparison, 
the phenomenal increase of produc- 
tion, population, and income pre- 
dicted for the next ten years, Can 
be used to motivate sales organiza- 
tions, distributors, production per- 
sonnel, or to explain growing mar- 
ket potentials and to compare with 
previous years. Source: Wilding, 
Inc.—purchase, $75.00. Three-day 
preview prior to purchase, available 
to companies, trade groups only on 
letterhead request. 
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The “Stars of Selling” Series of Motion Pictures 


(Nationally premiered for Sales Executives Clinics and now on film) 


Stars of Selling, 6 motion pictures, 

b/w, Jam Handy Org. Fourteen 
guest stars who reached the top by 
selling contribute the cream of their 
experience to salesmen of America. 
Arthur H. (Red) Motley makes the 
introductions and clinches each 
point. He also gives a running com- 
mentary. Source: Jam Handy—pur- 
chase price per unit $290, extra 
prints $145 each. Titles are as 
follows: 

* * * 

Salesman’s Importance, with Point 

of Closing, Use of Time, and How 
Buyers Think, 30 min. Vice Presi- 
dent Nixon opens film; Mr. H. Bruce 
Palmer, President, Mutual Benefit 
Life Ins. Co., describes his method 
of “closing.” Herman C. Nolen, 
President, McKesson and Robbins, 
Inc., shows how he best makes use 
of his time; and Judson S. Sayre, 
President, Norge Div., Borg-Warner 
Corp., tells how buyers think. 

=- x * 

Using Objections, Showing and 

Proving, Getting the Decision, 
Making Buyers Work For You, 30 
min. Alfred C. Fuller, Chairman of 
the Board and “first salesman and 
founder” of Fuller Brush Co., ex- 
plains his use of objections; Byron 
Nichols, General Manager, Group 
Marketing, Chrysler Corp., demon- 
strates “showing and proving”; 
Philip M. Talbott, Sr. Vice Pres., 
Woodward and Lothrop, and Pres., 
U. S. Chamber of Commerce, gives 
his experience on getting customer 
to decide. Harry Abram, Chevrolet 


salesman, who sells more than 600 
cars a year, shows how his cus- 
tomers bring in new ones. 


x * * 


Your Personal Relations In Selling, 
20 min. Guy Sorel, screen and TV 
star, shows how effective selling 
principles are based on fundamen- 
tals of man-to-man relationships. 


* * * 


Importance of Selling, Getting In, 

Being a Pro, Buying Appeals; 30 
min, Sinclair Weeks, Sec’y. of Com- 
merce; Wade McCargo, Pres., Mc- 
Cargo and Baldwin Stores; R. S. 
Wilson, Exec. Vice Pres., Goodyear 
Tire & Rubber Co.; and John M. 
Wilson, Vice Pres., National Cash 
Register Co., cover the points in 
this film. 

* + ca 

Getting Yourself “Hot,” Getting 

Yourself Ready, Sticking To It, 
Helping Them Purchase; 30 min. 
Joseph Kolodny, Managing Director, 
National Ass’n. of Tobacco Distribu- 
tors; Mrs. Brownie Wise, Vice Pres. 
and General Mgr., Tupperware 
Home Parties; John M. Fox, Pres., 
Minute Maid Corp.; and Mrs. Rita 
Breithut of Gimbel Brothers, give 
their ideas on the subjects of the 
titles. 

- * La 

Handling Yourself Effectively, 20 

min. Alan Bunce, screen and TV 
star, gets laughs and profits from 
them as he spends his off-day as a 
wholesale salesman looking in on 
masters of the retail trade. 


SOUND + 
mid (on 88) 51 3-) AUTOMATICALLY 


for dramatized selling 
and training that sticks 


i e)ame|-enleler-tee-.elelsmn ei<- me) me dis) 


Solid Gold Hours, 30 min., color or 

b/w, Dartnell Corporation. Most 
salesmen use their time conscien- 
tiously, but even the best seldom use 
it as advantageously as they might. 
This film shows salesmen how to 
organize their time better to gain 
more solid gold hours of selling. An 
assistant of Father Time shows effi- 
cient methods and techniques; six- 
teen tested principles of good time 
management are woven into the 
script. The script allows the picture 
to be brought down to cases and 
fitted to the problems of time or- 
ganization in selling a specific prod- 
uct or service. A_ time-utilization 
chart is provided for this purpose. 
Source: Dartnell—purchase, color 
$335, b/w $290; rental $1.00 per 
person attending each showing with 
a minimum charge of $60.00 color, 
$40.00 b/w, plus postage both ways. 


Story of Two Salesgirls, 12 min., 

color, W. T. Grant. An unusually 
light approach to the problem of 
maintaining a spic and span retail 
store. Shows what results when 
counters are not kept neat, and the 
effect by comparison of a well-kept 
counter or department. Source: A-V 
Center—rental $1.50 for one day, 
plus shipping charges. 


Streamline With the Lily Line, 15 

min., b/w, Lily-Tulip Cup Corp. 
A sales training film on selling Lily 
Cone Cups wherever there is foun- 
tain service. Emphasizes the neces- 
sity of knowing each prospect and 
general business problems and in- 
terests and of convincing him that 
the Lily Line will benefit him per- 
sonally by reducing costs, increas- 
ing profits, being more convenient, 
and winning new customers. Source: 
A-V Center—rental $1.50 for one 
day, plus shipping charges. 


The DuKane Micromatic is the sound 
slidefilm projector adopted as standard 
by U.S. business and industry . . . fully 
automatic operation keeps sound and 
pictures always in perfect synchroniza- 
tion; Redi-Wind film system eliminates 
film rewinding; built-in DuKane qual- 
ity assures you of sharp, clear pictures 
and sound. Add audio-visual impact to 
your sales messages and your training 
programs... See and hear the Micro- 
matic at your own desk. 


Dept. BS-110 


DuKane CORPORATION 


St. Charles, Illinois 


BUSINESS SCREEN MAGAZINE 





Success Story, 8 min., b/w or color, 

Crawley Films, Ltd. The oppor- 
tunities for building a permanent 
career starting as a salesclerk and 
moving through the higher levels of 
employment to a position as a buyer. 
Source: International—p urchase, 
color-$85.00, b/w-$45.00: rental, 
color-$4.50 a day, $9.00 a week; b/w- 
$3.00 a day, $6.00 a week. 


Telephone Technique, 9 min., b/w or 

color, Crawley Films, Ltd. Gen- 
eral telephone manners, knowledge 
of stock, correct names and ad- 
dresses and importance of descrip- 
tive vocabulary when speaking of 
merchandise. Source: International 
—purchase, color-$90.00, b/w-$45.00: 
rental, color-$4.50 a day, $9.00 a 
week; b/w-$3.00 a day, $6.00 a week. 


The Things People Want, 20 min., 

b/w, Jam Handy Organization. 
Visualizes the importance of the six 
great interests of buyers and shows 
how to present your product in 
terms of the customer's interest. 
Points emphasized include knowing 
your product, creating the desire to 
own, getting the decision to buy, 
and making delivery. Source: Jam 
Handy—purchase, $125; rental (can 
be applied to purchase within 30 
days) $25 for one day, $15 for 
second day, $10 each day thereafter. 


This Thing Called Salesmanship, 34 
min., b/w, Mullins Corp. Considers 
the factors involved in the original 
desire, the contemplation, and final 
purchase of an item, and how the 
salesman can fit his selling tech- 
niques to suit these developments in 
the mind of the customer. Source: 
Business Education—rental, $6.00 
for one day, plus postal charges. 


Source Addresses for above titles 
are provided on page 59. 
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This Way Please, 23 min., b/w, 

Remington Arms Co. Correct pres- 
entation of a sales talk. Demon- 
strates advantages of proper prepa- 
ration on the part of the salesman, 
and shows the value of getting the 
dealer to determine the merits of 
the product by himself. Explains 
how to get the dealer’s interest 
centered on the salesman and his 
products. Selling of guns is used as 
an example. Source: A-V Center— 
rental $1.50 for one day, plus ship- 
ping charges. 


Through the Mirror, 27 min., b/w, 

Jam Handy Org. Presents good 
and bad selling so that salesmen can 
see themselves at their best and 
worst—as the prospect sees them. 
A typical salesman gets a series of 
lessons in selling that gives him 
food for thought and starts him off 
on a train of self analysis. Source: 
Jam Handy—purchase, $145. Rental, 
$25 first week, $15 second week, $10 
each week thereafter. 


Two Salesmen in Search of an Order, 

25 min., b/w, Dictaphone Corpo- 
ration. Dramatizes selling techniques 
by presenting an ideal salesman and 
contrasting him with his direct op- 
posite. Source: A-V Center—rental 
$2.75 for one day, plus shipping 
charges. 


What Is Merchandising: Part I— 

What History Knows, 12 min., 
b/w, Seagrams Distillers. Traces 
American merchandising from 1800 
through 1953. Explains how mer- 
chandising is the tool which enables 
our distribution processes to bal- 
ance increasing production. Shows 
how merchandising is used to pre- 
sent goods to the public in a per- 


suasive and convincing way. Source: 
A-V Center—rental $1.50, plus ship- 
ping charges. 


What Is Merchandising: Part Il— 

What the Salesman Knows, 12 
min., b/w, Seagrams Distillers. This 
film relates how the salesman of 
1953 knows that his primary job 
consists of giving service—fulfilling 
the order after taking it. Specifically 
demonstrates how the _ salesman 
must be a merchandising man, able 
to use his hands to set up a convinc- 
ing display. Establishes display ac- 
tivity as the key to good merchan- 
dising and influencing the customer, 
who has already seen the advertis- 
ing, at the point of sale. Source: 
A-V Center—rental $1.50 for one 
day, plus shipping charges. 


Where Rainbows Begin, 25 min., 

b/w, National Cash Register Co. 
Presents retail selling as the path 
to the pot of gold at the end of the 
rainbow. Points out seven funda- 
mentals for good salesmanship: cul- 
tivate a pleasing personality; follow 
up sales tips given by customers; 
know your merchandise; find out 
what your customers want; plan 
your presentation; increase your 
average sale; and send your cus- 
tomers away happy. Discusses each 
point in detail, and contrasts correct 
with incorrect selling in each case. 
Source: A-V Center—renta! $1.75 
for one day, plus shipping charges. 


Who Threw the Monkey Wrench?, 8 

min., b/w or color, Crawley Films, 
Ltd. Mechanics of the sale; im- 
portance of accuracy in one depart- 
ment on efficiency of other depart- 
ments. Source: International—pur- 
chase, color-$85.00, b/w-$45.00: 
rental, color-$4.50 a day, $9.00 a 
week; b/w-$3.00 a day, $6.00 a week. 


Why Sales Managers Go Nuts, 10 

min., b/w, Dartnell Corporation. 
Produced to help upgrade the re- 
ports salesmen and distributors in 
the field send back to the home office, 
this excellent meeting device makes 
five important points for better sales 
communications through dramatiza- 
tion and discussion. By treating the 
problem lightly, the film avoids 
preaching. Applicable to any busi- 
ness. Source: Dartnell—purchase 
$85.00, rental $.50 per person per 
showing, with $25 minimum charge, 
plus postage. 


You Are The Star, 35 min., b/w, 

Allied Stores Corp. Sets up the 
salesperson as the star of the retail 
store. Portrays good and bad selling 
techniques and helpful suggestions 
to the salesperson in training. Tells 
how to use the set-up or “trading- 
up” sales technique. Stresses im- 
portance of salesman-customer rela- 
tions. Source: A-V Center—rental 
$1.50 for one day, plus shipping 
charges. 


SOUND SLIDEFILMS FOR SALES GROUPS: FREE LOAN 


The Future of America, sound slide- 

film, 25 min., b/w and color, Assn. 
of National Advertisers. A positive 
answer to counteract negative or 


a professional salesman 


ina 13-iIb. package 


Unique, new DuKane “Flip-Top” projector makes every 


neophyte a professional salesman . . . Doubles the effectiveness 


of your experienced sales people! Delivers the message the way you 
want it, complete with sight and sound. Open the lid, plug it in, slide the record in 
the slot, and the Flip-Top starts selling instantly. Ideal for desk-side prospects or 
small groups. Complete with built-in screen. Film rewinds automatically. 


For a demonstration at your own desk, write or wire 
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discouraged thinking about Amer- 
ica’s future, with a factual presenta- 
tion on the tremendous changes tak- 
ing place in the country and the 
great needs which are resulting from 
these changes. Source: Assn. Nat’l. 
Advertisers—free loan. 


How to Evaluate and Develop Mar- 

keting Concepts, sound slidefilm, 
b/w, Petrik & Stephenson, Inc. 
Explanation of title subject; also 
how a company can evaluate newly- 
introduced marketing programs of 
its competitors. Based on four years 
of research in which an ad agency 
isolated and analyzed the constant 
factors contributing to the success 
of marketing programs by leading 
companies, Source: Petrik & Ste- 
phenson. 


Sales Report—Zero, 12 min., color 

ssf., Transfilm, Inc. Presents the 
problems and potentials of sound 
slidefilms in business and industry. 
Incorporates excerpts from Trans- 
film productions now in circulation 
in manufacturing, advertising, sales, 
public relations, and employee train- 
ing. A production background takes 
the viewer through the processing 
of a sound slidefilm from initial out- 
line to final screening. Emphasizes 
the need to take caution to determine 
the need, the audience, and the mes- 
sage before the film medium is 
chosen for a particular company’s 
purposes. Source: Transfilm—avail- 
able on letterhead request. (over) 
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Sound Slidefilm Programs Available for Rental and Purchase* 


Aggressive Selling Program, 8 
sound slidefilms, 15 min. each, 
b/w, Rocket Pictures, Inc. Another 
attitude series for the salesman, 
pointing up advantages he can take 
from certain customer reactions, 
plus planning the sales campaign. 
Titles are: Creative Selling, Atti- 
tude That Gets Business, What Do 
You Sell?, By-Passing Sales Resist- 
ance, Are Prospects Different?, Pride 
in Price, Close Isn’t Closed, and 
Human Relations in Selling. Source: 
Better Selling Bur ea u—purchase, 
complete $320.00, leader’s manual 
included. Titles, each, $60.00. 


Behind the Counter, 5 sound slide- 

films, approx. 10 min. each, b/w, 
Jam Handy Org. This series is de- 
signed to make retail sales training 
sessions more effective. It can be 
used in combination with Through 
the Mirror. Titles are: Friendliness 
Behind the 
Behind the 
Behind the 


Attentiveness 

Helpfulness 
Sincerity Be 
hind the Counter; Enthusiasm Be- 
hind the Counter. Each deals with 
the aspect of retail selling suggested 
by its title. Source: Jam Handy 
purchase, $152.50. Rental, $25 first 
week, $15 second week, $10 each 
week thereafter. 


Counter; 
Counter; 


Counter; 


Better 
sound 


Sales Meetings 
slidefilms, color, 


Series, 6 
Wilding, 
Inc. Series designed as basic aids to 
improve sales meetings; individual 
films are complete in themselves, 
with introduction and review. Titles: 
Who’s Your Customer? helps the 
salesman to remember his cus- 
tomer’s problems, his reasons for 
buying; What Did You Say You 
Were Selling?—on problem of in- 
complete product knowledge, relat- 
ing product to buyer; You Got to 
Know the working 
a territory, digging up prospects; 
How To Sell Yourself—reminders 
to salesmen about personal man- 
nerisms, appearance, speech; By The 
Book!—how to get experienced, 01 
new salesmen to follow the line of a 
sales campaign; Ask For the Order! 
how to get gracefully from the 
selling message to the blunt question 
without putting an end to the sales 
opportunity. Source: Wilding—pur- 
‘hase, series $245.00. 


Territory !—on 


Business Insurance Training Pro- 

gram, 4 sound slidefilms, approx. 
15 min. each, color, Rocket Pictures 
Ine. Designed for insurance general 
agents and underwriters, these film 
strips, records, and meeting chair 
man’s manual form a 
agent-training program, 
also serves for 
Titles: Additional Commissions; The 
Question Ils, What Do I Do Now?; 
and On Your Way. Source: Better 
Selling Bureau—purchase complete, 
$240.00. 


complete 
Film #2 


consumer-selling. 


*Source Addresses for slidefilms 
listed here are on Page 59. 
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Drug Store Selling Program— 
Part I, 6 sound slidefilms, 15 min. 
each, b/w, Rocket Pictures, Inc. For 
retail druggists and sales personnel. 
Titles: You in the Drugstore; What 
Do You Sell?; Selling Gift Items; 
Are Customers Different?; Building 
Displays; Human Relations in Sell- 
ing. Source: Better Selling Bureau— 
purchase, complete, $125.00. 


Drug Store Selling Program— 
Part II, 6 sound slidefilms, 15 
min. each, b/w, Rocket Pictures, Inc. 
Continuation of sales training for 
druggists and sales _ personnel. 
Titles: As Others See Us; Handling 
Complaints; Selling Baby Needs; 
How to Use the Telephone; Your 
Cosmetics and Toiletries De part- 
Enthusiasm in Selling. 
Source: Better Selling Bureau— 
purchase, complete, $125.00. 


ment; 


Guideposts to Better Selling, set of 

6 sound slidefilms, 15 min. each, 
color. General principles for sales- 
manship improvement. Titles: Sales 
Success Via the Professional Route; 
Make Ready, and Selling Yourself; 
Developing Explanations That 
Desire; How to Take the 
Bug-a-Boo Out of Objections; Ad- 
ditional Techniques to Logically 
Overcome Objections; and Recogniz- 
ing Sales Resistance and Eliminat- 
ing It. Source: Swank—rental, $60 
for two weeks, $10 for each addi- 
tional week. 


Create 


Here’s How, sound slidefilm, 11 min., 

b/w, Lily-Tulip Cup Corp. A sales 
training film on Lily-Tulip water 
cups. Lists the various types of 
potential customers and tells how 
to overcome sales resistance in 
places where individual glasses are 
used, where a system not requiring 
cups is employed, and where a 
competitor’s product is being used. 
Source: A-V Center—rental $1.50 
for one day, plus shipping charges. 


How People Buy, slidefilm, 46 fr., 

b/w, General Electric Co. Lists 
and explains five buying decisions 
that a person makes before he buys 
anything. How the salesman can in- 
crease his sales by discovering which 
decision the customer has not made 

and by helping him to make it. 
Source: A-V Center—rental $1.00 
for one day, plus shipping charges. 


How to Make More Money with 
Direct Mail Advertising, 17 min., 
sound slidefilm, color. Reuben H. 
Donnelley Corp. Animated cartoon 
explains how direct mail advertising 
is created and campaigns planned 
by following local mailings. Subject 
matter: introducing new products, 
softening prospects, getting 
leads, producing orders, developing 
marlets, bringing customers into 
stimulating old cus- 
reselling lost customers, 
goodwill, cutting sales costs. Source: 
Direct Mail Ad. Rental $10.00. 


sales 


your store, 


tomers, 


Keys to Human Relations in Selling, 
5 sound slidefilms, approx. 10 min. 
each, color, Dartnell Corp. Creating 
mood, getting buyer to like you, 
getting buyer to listen and under- 
stand, and overcoming doubts are 
discussed in this series. Titles are: 
The Master Key of Empathy, The 
Key of Recognition, The Key of 
Consideration, The Key of Com- 
munication, and The Key of Securi- 
ty. A set of five review books and 
leader’s guide are included in set. 
Source: Dartnell—purchase, $250.00; 
rental, $60.00 for two weeks and 
$10.00 each week thereafter. 


How to Sell As Customers Like It, 

five 15-min. ssf, color, ICR Corp. 
Five sound slidefilms on how to build 
more sales by keeping your present 
customers sold. Objective is to show 
how to win and hold customer loyal- 
ty for greater profits. Source: ICR 
—purchase, $250; rental, one day, 
$50. 


How to Take the Guesswork Out of 
Your Hiring, 12 ssf, b/w. ICR 
Corp. A series of 12 sound slidefilms 
directed by Dr. Robert N. McMurry, 
covering all phases of personnel 
selection from initial contact to final 
hiring or rejection. Source: ICR— 
purchase, $475.00; rental $95.00. 


New Car Selling Series, 6 sound 

slidefilms, approx. 15 min. each, 
b/w, Rocket Pictures, Inc. Designed 
for the retail car salesman, this 
series spotlights certain problems 
and aspects which make or lose sales. 
Titles: You're Up; The Presenta- 
tion; The Demonstration; The Ap- 
praisal; The Close; Prospecting. 
Source: Better Selling Bureau—pur- 
chase, complete, $125.00, leader's 
manual included. 


Retail Selling, 6 sound slidefilms. 

approx. 15 min. each, b/w, Rocket 
Pictures, Inc. Program includes 
Leader’s Manual. Titles: Human 
Relations in Selling; What Do You 
Sell?: Are Customers Different?; 
As Others See Us; Handling Com- 
plaints; Enthusiasm in_ Selling. 
Source: Better Selling Bureau—pur- 
chase, complete, $125.00. 


Selling Against Resistance, 6 
sound slidefilms, 12 to 15 min. 
each, b/w, Dartnell Corp. The series 
trains salesmen in aggressive sales- 
manship with each film keved to 
today’s selling conditions. Scripts 
were prepared by Richard Borden, 
of selling team of Borden and Busse. 
Titles are: How to Close Without 
Tricks or Traps; How to Make Your 
Selling Points Penetrate; How to 
Objections Unobjection- 
ably; How to Outsell Competition; 
How to Be a Good Public Speaker 
Sitting Down; and How to Make 
Your Customers Like You, Trust 
You and Stick to You. Source: Dart- 
nell—purchase $225.00; rental, 
$75.00 for two weeks or less. 


Overcome 


Selling America Series, 5 sound 
slidefilms, approx. 10 min. each, 
b/w, Jam Handy Org. Further points 
up “good selling” methods demon- 
strated in motion picture, Ben 
Franklin Sells Today. Getting Them 
Talking, Being Agreeable, Getting 
Together, Keeping Your Neck In, 
and Telling the Whole Story are 
the individual titles, each demon- 
strating one of Ben Franklin’s 
principles of selling as applied to 
today’s competitive market. Source: 
Jam Handy—purchase, $137.50. 
Rental, $25 first week, $15 second 
week, $10 each week thereafter. 


Selling Is Mental Series, 6 sound 

slidefilms, approx. 15 min. each, 
color, Rocket Pictures, Inc. The 
psychological approach to successful 
selling and customer relations. Titles 
are: The Power of Mental Attitude 
in Selling; Turning a Deaf Ear to 
Sales Resistance; Closing the Sale; 
Developing the Right Attitude To- 
ward Price; Developing the Right 
Attitude on a Call Back; and Sell- 
ing the End Result First. Source: 
Better Selling Bureau—purchase, 
complete, $300.00, leader’s manual 
included. Individual Titles, each, 
$60.00. 


Speaking of Selling Training Pro- 

gram, 6 sound slidefilms, approx. 
10 min. each, b/w, Henning & 
Cheadle, Inc. A series of filmstrips 
and records devoted to the profes- 
sional salesman, giving him particu- 
lars in various aspects of his work. 
Titles are: Let’s Be Professional 
About It; Get More Se conds From 
Your Working Day; What Makes 
People Buy?; Don’t Let Objections 
Get You Down; Price Is Part of 
Every Sale; and Close the Sale, 
But Keep the Door Each 
covers one specific aspect suggested 
by the title. Source: H & C—pur- 
chase $225.00 per set, $40.00 per 
subject. 


Open. 


Supervisor Training on Human Re- 

lations, 8 sound slidefilms, approx. 
15 min. each, b/w, Rocket Pictures, 
Inc. Basic course fits any organiza- 
tion to forge management personnel 
into more effective team, to develop 
leadership at all levels of responsi- 
bility. Designed for eight 2-hour 
planned conferences. Leader’s Man- 
ual, follow-up material. Titles: The 
Supervisor’s Job; Interpreting Com- 
pany Policies; The Supervisor as a 
Representative of Management; In- 
duction and Job Instruction; Han- 
dling Grievances; Maintaining Dis- 
cipline; Promotions, Transfers and 
Training for Responsibility; Pro- 
moting Cooperation. Source: Better 
Selling Bureau—purchase, complete 
$320.00; individual Titles, each 
$60.00. 


Top Dog, 3 min., color sound slide- 

film. A new type of short short 
slidefilm that puts a “shot of humor” 
into your sales meetings. A welcome 
break in any meeting program, to 
regain attention and create new 
enthusiasm. Salesmen, especially, 
appreciate this film because the 
punch line is aimed at the sales 
manager. Source: Close and Paten- 
aude—purchase $29.95; ten-day pre- 
view, $9.95. 
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WHERE TO GET SALES FILMS LISTED FOR FREE LOAN 


American - Standard—American - E. 54th St., New York 22, N. Y.; 
Standard (American Radiator and 210 Grant St., Pittsburgh 19, Pa.; 
Standard Sanitary Corp.), 40 West 1224 Maccabees Bldg., Detroit 2, 
40th St., New York 18, N. Y. Mich.; 1 Prudential Plaza, Chicago 
1, Ill.; 613 Flower St., Los Angeles 
17, Calif. (23 other distributing 
libraries in major U. S. cities) see 
phone book for local source. 


Assn. Nat’l. Advertisers—Associa- 
tion of National Advertisers, Inc., 
155 East 44th St., New York 17. 


a my cnn woe es om Petrik & Stephenson—P & §S, Inc., 
“ ee eee. Sere 1405 Locust St., Philadelphia 45, 
manager or Public Relations Dept. Pa 


GM—General Motors Corp. Three , ‘ : . 
— > | » Stee ( 'p., 
offices: Western States—GM Republic—Republic Steel Corp 


* : Commercis esearc Jiv., 36 
Corp., 508 First Western Bank Bidg.,  Reoublic Bidg.. Cleveland ‘ Ohio. 
405 Montgomery St., San Francisco 
4, Calif.; New York City Parcel Post Shell—Shell Oil Co. Three offices: 
Zone 1 and Long Island—GM Corp., 50 West 50th St., New York 20, 
Public Relations Staff Film Library, N. Y.; 624 S. Michigan Ave., Chi- 
1775 Broadway, New York 19, N. Y. cago 5, Ill.; 430 Peninsular Ave., 
All other states and part of N. Y. San Mateo 8, Calif.; P.O. Box 2099, 
State not included in above—GM Houston 1, Texas. 
Corp, Film Library, GM Bldg., 


Standard—Stand: >ressed Stee 
Detroit 2. Mich. tandard—Standard Pressed Steel 


Co., Advertising Dept., Jenkin- 
Johnson—Johnson & Johnson, Mer- town, Pa. 
chandising and Advertising Dept., 


Mew Brenswich 0, 3. Transfilm—Transfilm-Caravel, Inc 


35 West 45th St., New York 36, 
Life—Life Magazine, 9 Rockefeller New York. 


laza, Ne ‘ _ 2. o . . . : ‘ “ 
Plaza, New York »N. 1 Wood—Wood Conversion Co., First 


National Bank Bldg., St. Paul 1, 
Minnesota. 


Modern—Modern Talking Picture 


Service, Inc. Five main offices: 3 


SOURCES OF SALES FILMS FOR RENTAL OR PURCHASE 


A-V Center—Audio-Visual Center, Close & Patenaude—Close & Paten- 
The City College, 17 Lexington aude, 1617 Pennsylvania Blvd., 
Ave., New York 10, N. Y. Philadelphia 3, Pa. 


Bates—Bates Manufacturing Co., Dartnell—The Dartnell Corporation, 
Motion Picture Dept., 63 Vesey 4660 Ravenswood Ave., Chicago 

St., New York 7, N. Y. 10, Til. 

Better Selling Bureau—Better Sell- 
ing Bureau, 6108 Santa Monica 

Blivd., Los Angeles 38, Calif. 


Direct Mail Ad.—Direct Mail Ad- 
vertising Association, Inc., 3 East 
57th St., New York 22, N. Y. 
Business Education—Business Edu- : : . . y 
cation Films, Film Center Bldg., EBF—Encyclopaedia Britannica 
630 Ninth Ave., New York 36, N. Y. Films, 1150 Wilmette Ave., Wil- 
mette, Ill. 


Fortune—Fortune Films, 9 Rocke- 
feller Plaza, New York 20, N. Y. 


H & C—Henning and Cheadle, Inc., 
10010 Greenfield Road, Detroit 27, 
Michigan. 


ICR—ICR Corporation, 635 Madison 
Ave., New York 22, N. Y. 


Ideal—Ideal Pictures, Inc., 58 East 
South Water St., Chicago 1, Ill. 


International—International Film 
Bureau, Inc., 332 South Michigan 
Ave., Chicago 4, IIl. 


Jam Handy—The Jam Handy Or- 
ganization, 2821 East Grand Blvd., 
Detroit 11, Mich. 


McGraw—McGraw-Hill Book Com- 
pany, Text-Film Dept., 330 W. 

42nd St., New York 36, N. Y. 

Roundtable—Roundtable Produc- 


tions, 8737 Wilshire Blvd., Beverly 
Hills, Calif. 


For |6mm. Film — 400° to 2000° Reels 
Protect your films 


Ship in FIBERBILT CASES 
Sold at leading dealers 


Strauss—Henry Strauss Produc- 
tions, Inc., 31 West 53rd St., New 
York 19, N. Y. 


Only Swank—Swank Motion Pictures, 
original _ Inc., 621 Skinker Blvd., St. Louis 
Fiberbilt 5, Missouri. 


Cases Wilding—Wilding Inc., 1345 Argyle 


St., Chicago 45, II. 


NUMBER 6 © VOLUME 21 « 1960 


if you want the IMPACT 
of new ideas we have 
the creative hands to pro- 
duce resounding results 

. in the largest, most 
complete new facilities 
between Detroit and 


New York. 


HOLLAND-WEGMAN me ROR oR Rome ied. B— 


A 
NV f pi 


207 DELAWARE AVE BUFFALO 2.,N. Y 








FOR YOUR NEXT PRESENTATION 


Have you considered .. . 


* Rear Projection? 
* Wide Screen Format? 
* Remote Push Button Control? 
* Extreme Portability? 
* Animated Props? 


If you have the film, we have the equipment 
* Screens with draperies 
* Portable Stagettes 
* Special Projectors, Still or Movie 
* Lighting & Sound 
* Automated Controls 
* Engineering Supervision 


WILCOX-LANGE iwnec. 


3925 N. PULASKI ROAD e« CHICAGO 41, ILLINOIS 


— Sales Meeting Equipment Specialists, — 








The Cinesalesman “Model 4” 


16mm Cinesalesman Units Help 
Stimulate Television Film Sales 

A new simulating 
television has been developed for 
use by TV stations, time salesmen 
and advertising 


sales tool 


agencies. Com- 
pletely self-contained in an easy- 
to-operate unit, the Cinesalesman 
Model 4 by Busch Film & Equip- 
ment Co. has a built-in rear-pro- 
jection screen that eliminates 
room-darkening. Up to 30 min- 
utes of sound film can be accom- 
modated, and automatic rewind 
provides continuous showing. 
Reel arms may be attached for 
longer films. Having the appear- 
ance of a TV set for studio or 
agency use, the unit may be used 
for previewing a film for a client 
in order to view it as it will ap- 
pear on the television screen. For 
full information, write New Prod- 
ucts Desk, BUSINESS SCREEN, 
Chicago 26 ae 
* * & 

60-Second Processing Develops, 
Fixes 16, 35mm Films in Camera 

A revolutionary technique to 
process 16 and 35mm motion pic- 
ture film in the camera in less 
than 60 seconds is being distrib- 


Raproroll (top) in a camera 


New AUDIO-VISUAL Equipment 


Recent Product Developments 


uted by Camera Equipment Co., 
Inc. Rapromatic Processing auto- 
matically develops and fixes film 
through the use of Raproroll, a 
chemically presaturated paper 
material in roll form, inserted in 
the magazine or other processor. 
A mechanical squeezing action 
develops and fixes film on contact 
as footage is being shot. The 
camera stays dry, since no fluids 
or applicators are used. The rapid 
processing does not affect results 

high image quality, maximum 
contrast, and fog levels as low as 
.10 are still attained. For infor- 
mation on this processing adapt- 
able to all special requirements, 
write New Products Desk, Busi- 
NESS SCREEN, Chicago 26. 4 


at the 
GOUBUIRINGEA 


your 
creative 
work 

ig in 

the 
levbeveks 
of 
experts 


for Projection and Production 


McClure Model “61” Slidefilm 
Projector Is Light, Compact 

Lightest in the 1961 line of 
McClure sound slidefilm equip- 
ment is the company’s new model 
“61,” an 11-pound compactly-de- 
signed projector. 

Other features of the “61” are 
a new lens system for brighter 
pictures, an interruption switch 
which allows the operator to inter- 
rupt the program at any point and 
resume immediately without loss 
of narration or picture continuity, 
and a sound system that takes both 
33-'4 and 45 rpm records up to 
12 inches. 

There is also storage space be- 
hind the shadow box screen for 
literature and record storage as 


GEO. W. COLBURN LABORATORY, Inc. 


164 N. WACKER DRIVE + CHICAGO 6, ILL. 


BUSINESS SCREEN 


McClure “Model 61” Projector 


well as a special new compart- 
ment for film and cord storage. 
For complete details and prices, 
write New Products Desk, Busi- 
NESS SCREEN, Chicago 26. Iya 


* * 


Ozafax Product Line Described 
In New Informational Brochure 

A six-page brochure, “New 
Ozafax Products,” explaining the 
features and advantages of a new 
line of semi-dry diazo materials, 
is available on request to the Oza- 
lid Division of General Aniline 
and Film Corp. 

The newly introduced Ozafax 
product line has been developed 
for both engineering drafting room 
and general office copying. The 
brochure discusses paper printing 
speeds and weights, explaining 
uses and advantages of each type. 
Material is included on developers, 
diazo_ intermediates, correctors, 
and time and cost-saving tech- 
niques. 

One page is devoted to quality 
control data and its result in de- 
pendable printing speeds, extra 
long contrast and long range econ- 
omy to users. For a copy of the 
brochure, write to the Ozalid Di- 
vision, General Aniline and Film 
Corp., 65 Corliss Lane, Johnson 
City, New York. \ 


* 


Lenses With Long Back Focus 
For TV, Special Applications 

A new series of lenses is an- 
nounced by Bausch & Lomb for 
motion pictures, television and 
special-purpose applications. The 
series includes a choice of eight 
lenses, made from new glasses of 
high index, with focal lengths 
ranging from 20mm to 9” (speed 
of £/2.0, both f and t stopped). All 
focal lengths cover 35mm motion 
picture frame, and lengths from 
3” to 9” cover 70mm frames. 
Back focal lengths range from 
33mm to 133mm. Excellent reso- 
lution and even distribution of 
light meet specifications needed 
for television, commercial and 
military use. Custom service de- 
sign is offered to adapt these 
lenses to individual focusing. 


MAGAZINE 





Film Makers Record Own Mixed 
Soundtrack on S-221 Projector 
Features of a new 16mm mag- 
netic-optical sound projector, the 
Bolex S-221, introduced by Pail- 


Bolex Model S-221 Projector 


lard Inc., enable the 16mm film 
maker to record his own sound- 
tracks directly on the film, pro- 
ducing sound films with music, 
narration and sound effects with- 
out a recording studio. The sound 
unit reproduces a track in high 
fidelity, such as is possible with 
professional studio tape recorders. 

Economical and _ time-saving, 
the S-221’s overplay feature al- 
lows the recording of one track 
directly over another without eras- 
ing, making it possible to build 
and test a complete soundtrack. 
The PA system amplifier adapts 
to the presentation of lecture films 
where the lecturer can connect a 
tape recorder or phonograph with 
the music track, as well as his 
own microphone, to the projector, 
thereby mixing the two “live 
tracks” while projecting the film. 

The projector, with a 2,000- 
foot film capacity, has pushbutton 
sprocket guides for simple thread- 
ing. A built-in automatic frame 





counter makes it easy to reverse 
and review a section of the film. 
Picture brightness is assured even 
in large auditoriums with the six- 
element 50mm f/1.3 Hi-Fi pro- 
jection lens. For complete details 
and price information write New 
Products Desk, BUSINESS SCREEN, 
Chicago 26. a 
* * * 

Motor-Drive for Zoom Lenses 
Gives Smooth, Easy Settings 

A variety of remote-control ap- 
plications are possible with a new 
motor-drive for the zoom move- 
ment of the 17-70 Angenieux 
varifocal lens by Arriflex Corp. 
of America. A miniature motor 
and gear mechanism is mounted 
directly on the lens barrel by 
means of a special split-ring clamp, 
and the control unit is designed to 
mount on the panhead handle. 

The unit provides finger-tip 
convenience and smooth, readily 


Arriflex’ Motor Drive (left) 


duplicated zooms. Model 70 vari- 
focal lenses already in the field, 
as well as new lenses, may be 
equipped with the motor-drive. 


Mounted on an Arriflex 16, the 


miniature motor operates from the 
same 8-volt DC battery as the 
camera. For additional informa- 
tion and prices, write New Prod- 
ucts Desk, BUSINESS SCREEN. 














=) NEW... {rom 8.0.5 


rhe (ryroSphere Junior Tripod 


LEVEL THE BALL... 


THAT’S ALL 


the famous S.0.S 
Tripod is available with an 
tant new feature a } Bail : 
Mount! Just loos trol > 
und adjust the ball until the bull’: 
eye spirit level t 
position Instantly you're ready for 
perfectly al igned _ shooting wit! 
troublesome leg adjust 
For easy s ind sturdy 
its the S 


indicates cor! 


rnpoa 


@ One-piece leg-lock for quick 
easy operation. 

@ Twin point shoes assure rock- 
steady shots at both high and 
low positions. 

@ Holds most 16mm cameras in- 
cluding Arriflex 16 & 35, Auri- 
con Pro, Bolex, Cine Voice, 
Eyemo, Filmo and Maurer. 

@ Seasoned, solid, V-grooved 
hardwood legs, oil treated and 
waxed for smooth, non-sticking 
action. 

@ Fully guaranteed against de- 
fects in materials and work- 
manship. 








$.0.S$ GyroSphere Deluxe Jr. Tripod 
(less ball adapter) illustrated $110.00 

$.0.$ GyroSphere Standard Jr. Wiped 
(less ball adapter) $ 99.50 

Ball Adopter for $.0.S paren and 
other free heads ...... 

Ball Adapter for Viscomatic and other 
fluid heads, including knob and 
level $ 44.50 

Extra large head-mounting knob, if 
required $ 6.50 


$ 39.50 


S.0.S CINEMA SUPPLY CORP. 


Dept. H, 602 West 52nd St., New York 19, N.Y—PLaza: 7-0440—Cable: SOSound 


Western Branch: 6331 Hollywood Boulevard, Hollywood 28, Calif. — Phone: HO 7-2124 


Looking for Projection or Production Equipment? Send Your Request to the 
New Products Desk, Business Screen, 7064 Sheridan, Chicago 26 for Action! 


rewinders 


sound readers 


synchronizers 








picture and 


sound editors video tape 

















first — 


EQUIPMENT 


From the time motion pictures “learned 


to talk’ Moviola has earned acceptance 
as the word for professional film 
editing equipment. Moviola is keeping 
pace with the changing needs of the 
Motion Picture Industry with new 
devices such as: 
e Crab Dolly for improved Motion 
Picture and TV Camera mobility 
e 70 mm Viewer for the Photo 
Instrumentation field 


Moviola 


crab dolly 
MANUFACTURING CO. 


1451 GORDON STREET « HOLLYWOOD « CALIFORNIA « HO. 7-3178 


MAX HOWE 


FILM PRODUCTIONS 
910 St. Cloud Street * Rapid City, South Dakota 
Specializing in motion pictures 
for the livestock industry 
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QUALITY-BILT 
Film Shipping Cases 


(i 


Best quality domestic fibre 
Heavy steel corners for 
added protection 
Durable 1” web straps 
Large address card holder 
with positive retainer spring 
e Sizes from 400’ to 2000’ 
OTHER “QUALITY-BILT” ITEMS: 
Salon Print Shipping Cases 
Sound Slidefilm Shipping Cases 
(for Transcriptions & Filmstrips) 
2” x 2” Glass Slide Cases 
Filmstrip Shipping Cases (hold up 
to 6 strips plus scripts) 
Write direct to 
manufacturer for catalog 


WM. SCHUESSLER 


361 W. Superior St., Chicago 10, Ill. 
:... Since 1920 


We 
The 


Cover 
World 


We point with pride to the 
clients we have served, 
including; 


Canadian 
Commission. 


Broadcasting 


A world-wide organization with 
headquerters in Chicago. 


A leading television company 
in Hollywood. 


Shooting in England, Switzer- 
land, France, Italy. 


Our business is 
motion pictures, 


We know our business. 


537 N. HOWARD ST. 
BALTIMORE 1, MD. 


News-Briefs Along Our Manhattan Beat 


A Roundup of Timely Items From Bob Seymour's Notebook 


Transfilm-Caravel to Occupy 
New Park Avenue Quarters 
Transfilm-Caravel, Inc., indus- 
trial film producers, will move 
(by year-end) to the 22-story of- 
fice building now under construc- 
tion at 445 Park Avenue, New 
York City. The entire sixteenth 
and part of the seventeenth floors, 
consisting of more than 13,000 
square feet of space, will be used 
by Transfilm-Caravel for execu- 
tive and general offices. Present 
location of the firm is at 35 W. 
45th St. Id’ 
* * * 
Timely Election Film Package 
Offered by Association Films 
Association Films, Inc., has pre- 
pared a special “election package” 
comprised of films on the Presi- 
dency, foreign affairs, national 
purpose, the Capitol, and other 
subjects that have bearing on the 
forthcoming elections. The films 
will be available to television sta- 
tions on a free-loan basis. 


* * * 


Channel 13’s Station Breaks 
Right Out of the Phone Book 

Love and Kisses, Barnum and 
Bailey, Nixon and Kennedy and 
Morning, Noonan and Knight are 
some of the people living in New 
York who will be seen on WNTA- 
rv during the fall season. 

They will be seen in the first of 
Channel 13’s new station breaks 
used to identify the station. Film- 
ing is by Gerald Productions. 

“One of the great reference 
books of our time is the telephone 
book—the source material for this 
series. Actually, as has been said, 
it’s not much of a plot, but what a 
cast of characters,” says Ted Cott, 
vice-president of WNTA-TV. 

Viewers will hear such people 
as Rosemary Love, Charles Kiss, 
Jr., and Mrs. Robert Kiss say that 
it’s all “Love and Kisses on Chan- 
nel 13.” Roland P. Barnum and 
George Bailey will tell viewers 
that “the greatest shows on earth 
are on Channel 13.” David A. 
Nixon, Jr., and Carl F. Kennedy 
say “everyone votes for Chan- 
nel 13.” John B. Morning, Denis 
Noonan and Ralph A. Knight will 
tell why “morning, noon and 
night” everyone watches Channel 
13 

Others from the New York 
metropolitan area who will sing 
the praises of WNTA-Tv_ are 
Romeo and Juliet; Napoleon and 


Josephine; Fine and Dandy; 
Hook, Line and Sinker; Scotch 
and Soda; Faith, Hope and Chari- 
ty; Grinn and Barrett; Rock and 
Roll; High and Lowe; Rich and 
Poor; Touch and Gough; Rant 
and Rave; Red White and Blue; 
and Sink and Swim. Le 
* co Ook 


Audio Techniques, Service Co. 
Formed by Sound Technicians 

Audio Techniques, Inc., a com- 
prehensive film and tape sound 
recording service, has been 
formed by three New York sound 
technicians. Offices and studios 
are at 247 West 46th Street, New 
York. 

The three principals of the new 
company, which will offer an in- 
tegrated audio service to New 
York’s motion picture and record- 
ing industries, are John H. Beau- 
mont, Lawrence J. Kreeger and 
Howard M. Lawrence. 

Mr. Beaumont, an audio tape 
engineer, is the former Eastern 
branch manager of the United 
Stereo Tapes Division of Ampex 
Audio, Inc. He has been head of 
Audio Design Associates and 
chief engineer for both Vanguard 
Recording Society and Livingston 
Audio Products. 

Mr. Kreeger is the former 
supervising film editor of Trans- 
film-Caravel, Inc. Previously, for 
a period of five years, he was film 
editor for March of Time. 

Mr. Lawrence has been, since 
1956, production supervisor for 
Robert Lawrence Productions. 
From 1951 to 1956 he was pro- 
duction manager of the A-V Tape 
Libraries Division of Audio-Video 
Recording Company. ag 

* * *” 
Prichett to Sudler-Hennessey 

Harry W. Prichett has been 
named vice president of the audio- 
visual division of Sudler & Hen- 
nessey, Inc. Id’ 

* * cs 
Evening Course in Editing 
Offered at N. Y. City College 


Sidney Meyers, screen direc- 
tor whose films include the 
award-winning The Quiet One, 
has joined the faculty of City 
College (N.Y.) Institute of 
Film Techniques. 

Mr. Meyers conducts an eve- 
ning course in advanced edit- 
ing for professional film-mak- 
ers and advanced students dur- 
ing this fall term. sg 


PERSONALIZED 





“custom tailored” 


MUSIC... 


for films & filmstrips 


o 


we edit complete music and 
sound effects scores —“‘custom 
tailored” to your requirements. 


aA 


original music scores. 


ALSO 


NEW HI-FI DISC AND TAPE 
LIBRARY available to 


producers. 


corelli-jacobs 


FILM MUSIC Inc. 

723 SEVENTH AVE. 

NEW YORK 19. N.Y. 
Write for 
catalog 


or phone JUdson 6-6673 








SOUND RECORDING 


at ao reasonable cost 


High fidelity 16 or 35. Quality 

guaranteed. Complete studio and 

laboratory services. Color printing 
and lacquer coating. 


ESCAR 
Motion Picture Service 


7315 Carnegie Ave. 
Cleveland 3, Ohio 





BUSINESS FILM 
HEADACHES 


CURED 


FILM SERVICING 
and DISTRIBUTION PROBLEMS SOLVED 
COMPLETE TV FILM 
EXPEDITING .. . and 
MOTION PICTURE SERVICING 
FILM STRIPS-CUT, CANNED 
and PACKAGED 


Write or Call 
VACUUMATE CORP. 
446 West 43rd St., N.Y., N.Y. 


ALL SERVICE 
HIGHLY 


TO MEET 
YOUR NEEDS 
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PICTURE PEOPLE 


A. N. Brown Is Marketing Mgr. 
Of Magnasync’s Nomad Division 

A. N. Brown has joined Mag- 
nasyne Corporation, North Holly- 
wood, Calif., as marketing man- 
ager of the firm’s Nomad Division, 
it was announced by D. J. White, 
president. 

Brown, a member of the S.M.- 
P.T.E., had previously been with 
Bach-Auricon, Inc., for twelve 
years, and was vice president in 
charge of sales at the time of 
resignation. 

Magnasync manufactures mag- 
netic recording systems for studios 
and home movie making, and in- 
strumentation systems for indus- 
try. iy 

* * *” 
Canada’s Crawley Films, Ltd. 
Elects Chas. Everett Vice-Pres. 

Charles Everett, Director of 
Administration of Crawley Films, 
Ltd., leading Canadian film pro- 
ducers, has been elected a Vice 
President and made Treasurer of 
the company. Before joining 
Crawley Films, he was a Group 
Manager and Buyer at T. Eaton 
Co., District Manager at Imperial 
Oil, and Production Manager at 
R. L. Crain Co. Ly 


Is Your Film 


Scratched? 
Dirty? 
Brittle? 
Stained? 
Worn? 
Rainy? 
Damaged? 


Then why not try 


IH FILM DOCTORS” 


Specialists in the Science of 


FILM REJUVENATION 
RAPIDWELD Process for: 


e Scratch-Removal e Dirt 
e Abrasions e “Rain” 


rapid 


37-02A 27th Street, Long Island 7 1, N.Y. 


Founded 1940 
Send for Free Brochure, “Facts on Film Care” 


New Life For Old Film 
Long Life For New Film 
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VOLUME 21 e 


Max Howe’s Son, Alan, Joins 
Him in Film Production Company 

New staffer at Max Howe Film 
Productions, Rapid City, South 
Dakota, is Alan Howe, making it 
a father-son team. 

Alan, 22, recently completed a 
tour of duty with the Naval Photo 
Unit and joined the company as 
Art Director and Assistant Cam- 
eraman. 

According to Max, Alan began 
his photographic career at the age 
of 10 when he captured LIFE 
magazine’s “Picture of the Week” 
with a shot of a speeding motor- 
cyclist racing to his death spill 
during tryouts at Black Hills Mo- 
tor Classics 1949. bad’ 


* * *” 


Alexander Film Co. Promotes 
Bennett to Sr. Acct. Executive 
John L. Bennett has been pro- 
moted to Senior Account Execu- 
tive at Alexander Film Co., it was 
announced by Keith Munroe, 
president. Alexander Film Co., of 
Colorado Springs, is a producer 
and distributor of advertising and 
industrial films. yy 


7” * * 


Pelican Films Names Statler 
to Head Live Action Divisions 

Pelican Films, Inc., a leading 
supplier of animated TV commer- 
cials in the major New York mar- 
ket, has entered into live action 
motion picture production for the 
first time. 

Marc T. Statler, formerly ex- 
ecutive producer at Elliot, Unger 
& Elliot, has been appointed vice- 
president in charge ot Pelican’s 
live motion picture activities. 


*x * * 


Lawrence’s New Sales Chief 
Kurt Blumberg has been ap- 
pointed vice president in charge 
of sales for Robert Lawrence Pro- 
ductions, New York. He was for- 
merly with United Artists-Tele- 
vision, Inc., as manager of sales 
and operations. Ue 
of * * 


Kosh Joins Producing Artists 

Producing Artists, Inc., New 
York, has named William Kosh 
to the new post of executive 
editor. 

Mr. Kosh, who is completing 
his 24th year as an editor, goes to 
P.A. from TV Graphics. i 


* * * 


Jaeger in Sales Promotion at 
Chicago’s United Film Studios 
Harry Jaeger has been ap- 
pointed to the Merchandising and 
Sales Promotion Department of 
United Film & Recording Studios, 
Inc., Chicago, according to Wil- 
liam L. Klein, president. ay 
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" woes: ny Work” 


Esso :. 


Div. of Humble Oil 
& Refining Company 





When you have a story to tell, let Campus Films tell 
it—skillfully, dramatically, persuasively. 


Call or write Nat Campus, President— 


CAMPUS FILM PRODUCTIONS, 


20 East 46th Street 


INC. 


* New York 17, N. Y. * Phone: MUrray Hill z 8735 








Complete with Optical 
sound reproduction 
head (or choice of 
Magnetic sound) Base 
plate, Amplifier- 
Speaker. For single 
or double system 
sound. Easy to 
handle, no twisting 
films. Unbeatable with 
the Zeiss Moviscop 
16mm precision 
viewer, sharp, brilliant 
2% x 3% picture. 


$195.00 
89.50 
269.50 


NEW DESIGN 
FILM BIN 
WITH RACK 


* Rectangular 
Construction. 

' * Measures 30x24x12. 

newsree! camera * Fits easily into corners. 

when atop a sto- * Easy to view strips of 
film 

tion wagon or car 

latf g H * Hard vulcanized fiber 

platrorm. Meavy with reinforced metal 

bronze construc- frame. 

tion. Weatherproof. ? : 

Set of * Complete bin-rack, linen bag 


three $28. oo. 


CAMART DUAL SOUND 
EDITOR MODEL SB 111 


Dual Reader (without viewer) 
Zeiss Moviscop Viewer 


Special Reader Viewer Comb 


CAMART CAR 
TOP CLAMPS 


Insure a steady 
support for your 


$45.25 
$51.75 


te CAMERA MART. 


1845 BROADWAY (at 60th St 


With easy to roll wheels 


NEW YORK 23 - Plaza 7-6977 « Cable: (« 








Parthenon's Perry King ... 


Producer-Writer Perry King 
Joins Parthenon Pictures Staff 

Perry King, film producer- 
writer, has joined Parthenon Pic- 
tures as executive assistant to 
Charles Palmer, handling client 
relations and production coordina- 
tion out of the Hollywood studios. 

King has a quarter-century of 
film production experience having 
held posts as an associate producer 
with Frederick K. Rockett Co., 
and during the war, Motion Pic- 
ture Coordinator at the Photo- 
graphic Sciences Laboratory in 
Anacostia. 

He later founded and was presi- 
dent of Polaris Pictures. King also 
organized and was co-chairman 
of the Joint Technical Committee 
of the broadcasting and film in- 
dustries which established stand- 
ards for telecast films. me 


oe 


Joseph Mack Elected President 
of the Filmack Corporation 

New president of the Filmack 
Corporation, 41-year-old film stu- 
dio, is Joseph Mack, recently 
elected at the annual board of 
directors and stockholders meet- 
ing in Chicago. Mr. Mack has 
been with Filmack for 16 years, 
and has served as head of pro- 
duction and treasurer. He suc- 
ceeds Irving Mack, who becomes 
chairman of the board. 

Also elected to office at the 
meeting were Bernard Mack, 
secretary; Donald Mack, treas- 
urer; and two new _ directors, 
Charles King and Morris Silver. 
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Robert Lawrence Names Peter 
Cooper as Executive Producer 
Peter Cooper has been ap- 
pointed executive producer of 
Robert Lawrence Productions, 
New York and Hollywood. He 
will supervise all of the company’s 
live action and animated commer- 
cial production in the United 
States, and will also continue as 
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executive producer of Robert 
Lawrence Animation, the position 
he has held since the company 
was formed in January, 1959. 

Mr. Cooper joined UPA, New 
York, in 1955, and served as pro- 
duction manager for two years. 
He joined Robert Lawrence Pro- 
ductions in 1958 and one year 
later the department he headed 
became a corporation, Robert 
Lawrence Animation, with a staff 
of 15. ne 

Bo % * 
Washington’s Norwood Studios 
Elects Johnston Vice-President 

Philip Martin, Jr., president of 
Norwood Studios, Inc., announces 
the election of Glenn Johnston as 


PAW Fa t\ \EAE., 


INDUSTRY DEVELOPMENTS 


a vice-president of the organiza- 
tion. Mr. Johnston will supervise 
all Norwood camera crews and 
direct experimental photography 
at the studio, one of Washington’s 
largest producers of motion pic- 
tures. 


Previous to his election, Johns- 
ton was director of photography 
at Norwood. Part of his work dur- 
ing this time included the film- 
ing of nearly 50 of the AFL-CIO 
Americans at Work 15-minute TV 
film series. 

During World War II, Johnston 
covered front line action as com- 
bat cameraman for the 100th In- 
fantry Division. He was the first 
cameraman into Buchenwald Con- 
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admaster 
425 PARK AVE. SO. 
OREGON 9-1134 


* THE VISUAI 


Admaster’s new quarters are probably the largest and 
best equipped studios in the country for the preparation 


AID CENTER 


and production of slides and other visual aids. 


A few of the highlights of the new studios include: 





© Custom built photographic it to acc date eve’ 


ry 
need both in color, black, white—from vertical cameras to shoot- 


quip 


ing stages, Admaster has it. 


© A fully equipped projection and conference room available 
for your own use. 


Call Admaster anytime! 


admaster prints, inc. 
425 Park Ave. South, N.Y.C. 
ORegon 9-1134 


any type or size slide 
one of a kind. 


© Charting and graphing specialists to advise or completely 
prepare visual presentations. 


© Free consultation service to guide you in the preparation of 
in color, black & white, large run or 


© Official center for: 
TECHNAMATION® — Motion without movement 


AMERICA'S HEADQUARTERS FOR 
SLIDE KNOW HOW AND FACILITIES 


DUCHARTS —Ready-to-assemble materials for chartmaking 


© Same day service on all types of slides . . . including color! 


centration Camp, later becoming 
director of photography for the 
65-minute film which documented 
the inhumanities and horrors of 
that concentration camp. ae 


row 


Myles Garrigan, Wilding, Inc. 


Wilding Adds Acc’t. Exec. and 
Representative in Washington 

Wilding Inc., producers of in- 
dustrial and promotional motion 
pictures, slidefilms and shows, has 
named Myles R. Garrigan to an 
account executive-sales post in 
Washington, D. C. He will de- 
velop new government and com- 
mercial sales accounts as well as 
service existing accounts in this 
area as liaison man. 

Garrigan has previously done 
motion picture work with the 
Government, and has been ac- 
count executive for TV Spots of 
California and Pilgrim Film Serv- 
ices of Washington, D. C. Va 


* * * 


Animation, Inc., Adds N. Y. Office; 
Albert D. Hecht New Sales Rep. 

Animation, Inc., of Hollywood, 
has added a New York office to 
its growing staff, which includes 
representatives in Chicago, De- 
troit, Cleveland, Toronto and San 
Francisco. Albert D. Hecht, vet- 
eran producer and director of 
television commercials, has been 
named New York sales _repre- 
sentative, announced Earl Klein, 
president. 

Hecht is secretary of the New 
York Film Producers Association 
and has produced and directed 
more than 1,500 films, including 
industrials. He has sold more than 
$3,000,000 worth of productions 
during his years in the industry, 
said Klein. 

Hecht also helped organize the 
National Television Film Council, 
serving two terms as vice presi- 
dent in charge of production, and 
conducted the first color TV fo- 
rum in New York City. At present 
he is active in the RTES (Radio 
and Television Executive Society ). 


BUSINESS SCREEN MAGAZINE 








New McClure 400” 


SLIDE / SOUND / STRIP 


PICTUREPHONE 


e 50% More Light 


e Shows Film 
Strips & Slides 


e Fan Cooled 


. the most effective and efficient 
way for you to tell your story! 


This ideal portable sound slide an’ ‘lmstrip pro- 
jector is light in weight, yet rugged i construction. 
Extremely simple to operate; projects sharp, bright 
pictures on self-contained screen or room-size! Five- 
inch speaker with wide volume range to suit large 


or small groups. 


Another Quality Product From 


McCLURE PROJECTORS, Inc. 
Wilmette, Illinois 








HOUSTON FEARLESS 


PANORAM 
DOLLIES 


Thoroughly Overhavled—Guaranteed 
SPECIAL LOW PRICE 


Immediate | 4-Wheel. . . $1,400.00 


Delivery! 1 ,800.00 


5-Wheel. 


CAMERA EQUIPMENT CO., INC. 
315 West 43rd Street, New York 36, N.Y. 














Send for copy of our new 


TYPE CHART 


showing faces available 
for hot-stamping slide- 
film, motion picture and 
television titles. 


KNIGHT STUDIO 


159 East Chicago Avenue, Chicago 11, Illinois 
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SLIDEFILMS IN SELLING: 
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results are amazing even the most enthusiastic 
exponents of audio-visual’s power. From an 
imposingly thick and ever-growing file of un- 
solicited comments, the consensus is that the 
film—by its clear picture of the qualities an 
applicant needs for the work, and the job in- 
centives—is attracting superior men in greater 
numbers. 

When the business-oriented slidefilm is de- 
signed as a service to the consumer, oriented 
first from consideration of his interests, and 
enhanced further by the “third person” power 
of an outside: authority, it follows that it will 
also be most helpful to the salesman, the sales 
manager, and top executives of the company 
for which it is created. For we all know that 
job opportunities—from that of a_ board 
chairman to those of a maintenance crew— 
depend ultimately on how the customer eval- 
uates the product or the service. 

A matchless tool that spreads the knowl- 
edge of the best brains in every field, that slide- 
film can reach unlimited numbers, regardless 
of distance. We know of no other medium 
that matches its competence, its potential, its 
modest cost. It is comparable with tcday’s 
other automation marvels, and its wider adap- 
tation must spell gigantic growth for progres- 
sive companies. 

Management’s Opportunities Magnified 

The sales manager of today who employs 
the customer-service-oriented slidefilm or mo- 
tion picture faces the most thrilling opportuni- 
ties of the century: he can reduce his problems 
of recruiting and training; conserve super- 
visory manpower; cover more territory, more 
thoroughly, with fewer men; and be confident 
that distributors and consumers will under- 
stand the product or service better because the 
presentation is clarified, complete in every de- 
tail, and conveyed in the most dramatic as well 
as the swiftest way. 

His sales force is more competent, more 
permanent, because more content with their 
better earnings and easier way of gaining in- 
terviews. People usually quickly agree to an 
appointment to see a color sound slidefilm, 
that takes just 15 minutes, when they hesitate 
to take time to hear a sales talk that may go 
on for an hour or more. 

The new man can be started out, armed 
with a well-designed filmed presentation and, 
without a supervisor, become expert in a rela- 
tively short time. The film gives him accurate 
product knowledge and selling skills that prac- 
tically guarantee any earnest worker's success. 

In the philosophy of the Better Selling Bu- 
reau, the greater the service, the richer the re- 
ward is sure to be. By helping customers to 
realize their needs—not by selling the need 
but by showing the ideal solution, presented 
by an outside authority—decisions are reached 
which assure happiness for the customer, and 
success to the organization that offers the 
service. 

Not only “Will it make the sale?” but also 
“Will it make friends as it makes the sale?” 
should be, in our opinion, the first tests of the 
value of any promotion, in any medium. §& 


RON rae fini NS Si x 


In this motion picture business tim- 
ing is a big part of know-how. When 
to start, when to stop and what and 
how long to shoot in between can 
make or break a film or a budget. 
After 45 years worth of govern- 
ment, industry and other films this 
timing know-how can save you 
money on your next film. Call me 
and let's talk about it. 


am Orleans, Inc. 


New York: 550 Fifth Avenue, Plaza 7-3638 
Knoxville: 211 W. Cumberland Ave., 3-8098 or 7-6742 





SALESMEN GET IN 
STORY GETS TOLD... 


* Theater Quality 
16mm Sound 
Projector 

* Film Safety Trips 

* Easiest to Use 

* Lowest in Cost 

* Lightest in Weight 

* 50,000 Users 
Can't Be Wrong 

* Lifetime Guarantee 
Your Salesmen's Pal 

Your customer enjoys a 

theater presentation on 

his desk. Sets up easily 

. in three minutes or 
less. You're in with your 
story — You're out 

with a sale. 


Ideal for large 
screen projec- 
tion too. 


Complete with 
screen.... $349.50 


Write for Free Catalog 


THE HARWALD co. ! 


1245 Chicago Ave., Evanston, lil. 
Chenes Davis 8-7070 J 
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NATIONAL DIRECTORY OF VISUAL EDUCATION’ DEALERS 


EASTERN STATES 
e MASSACHUSETTS ¢ 


Cinema, Ine., 234 
St., Boston 16. 


e NEW JERSEY e¢ 


Association Films, Inc., Broad 
at Elm, Ridgefield, N. J. 


Clarendon 


e NEW YORK e 
Association Films, Inc., 
Madison, New York 17. 
Buchan Pictures, 122 W. Chip- 
pewa St., Buffalo. 

Crawford, Immig and Landis, 
Inc., 480 Lexington Avenue, 
New York 17, New York. 

The Jam Handy Organization, 
1775 Broadway, New York 
19. 

S. O. S. Cinema Supply Corp., 
602 W. 52nd St., New York 
19. 

Training Films, Inc., 150 West 
54th St., New York 19. 

Visual Sciences, 599BS Suffern. 

e PENNSYLVANIA e 

Appel Visual Service, Inc., 963 


Liberty Avenue, Pittsburgh 
99 


347 


Audio-Visual Equipment Rent- 
al Service, International 
Film Center, Sales and Re- 
pairs, 1906 Market St., Phila- 
delphia 3, LOcust 3-7949. 

Oscar H. Hirt, Inc., 41 N. 11th 
St., Philadelphia 7, WAlnut 
3-0650. 

J. P. Lilley & Son, 928 N. 3rd 
St., Harrisburg. 

Lippincott Pictures, Inc., 4729 
Ludlow St., Philadelphia 39. 

The Jam Handy Organization, 
Pittsburgh. Phone: ZEnith 
01438. 


e WEST VIRGINIA e 
B. S. Simpson, 818 Virginia St., 


W., Charleston 2, Dickens 
6-6731. 


SOUTHERN STATES 


e FLORIDA e 


Norman Laboratories & Stu- 
dio, Arlington Suburb, P.O. 
Box 8598, Jacksonville 11. 


e GEORGIA e 


Colonial Films, 71 Walton St., 
N. W., JA 5-5378, Atlanta. 


USE THIS DIRECTORY FO LOCATE THE BEST IN EQUIPMENT. FILMS AND PROJECTION 


e LOUISIANA e 
Stanley 
1117 
dria. 


Projection Company, 
Bolton Ave., Alexan- 


Delta Visual Service, Inc., 815 
Poydras St., New Orleans 12. 
Phone: JA 5-9061. 


e MARYLAND e 
Stark-Films (Since 1920), 
Howard and Centre Sts., 
Baltimore 1. LE. 9-3391. 
e TENNESSEE e 


Southern Visual Films, 
Shrine Bldg., Memphis. 
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MIDWESTERN STATES 


e ILLINOIS e 


American Film Registry, 1018 
So. Wabash Ave., Chicago 5. 

Association Films, Ine., 561 
Hillgrove, LaGrange, Illinois. 

Atlas Film Corporation, 1111 
South Boulevard, Oak Park. 

The Jam Handy Organization, 
230 N. Michigan Ave., Chi- 
cago. 

Midwest Visual Equipment Co., 


3518 Devon Ave., Chicago 
15. 


e MICHIGAN e 

The Jam Handy Organization, 
2821 E. Grand Blvd., Detroit 
Zone 11. 

Capital Film Service, 224 Ab- 
bott Road, East Lansing, 
Michigan. 

e MISSOURI e 


Swank’s, Inc., 621 N. Skinker 
Blvd., St. Louis 30, Mo. 


e OHIO e 


Academy Film Service, Inc., 
2100 Payne Ave., Cleveland 
14. 


Films Unlimited Productions, 
137 Park Ave., W., Mansfield. 


LIST SERVICES HERE 


Qualified audio-visual dealers are 
listed in this Directory at $1.00 per 
line per issue on annual basis only. 


Fryan Film Service, 1810 E. 
12th St., Cleveland 14. 


Sunray Films, Inc., 2108 Payne 
Ave., Cleveland 14. 


The Jam Handy Organization, 
Dayton. Phone: ENterprise 
6289. 

Twyman Films, Inc., 329 Salem 
Ave., Dayton. 


M. H. Martin Company, 1118 
Lincoln Way E., Massillon. 


WESTERN STATES 


e CALIFORNIA ¢ 
LOS ANGELES AREA 


Coast Visual Education Co., 
5620 Hollywood Blvd., Holly- 
wood 28. 

The Jam Handy Organization, 
1402 N. Ridgewood Place, 
Hollywood 28. 

Photo & Sound Company, 5525 
Sunset Blvd., Hollywood 28. 

Ralke Company, Inc. A-V 
Center, 849 N. Highland 
Ave., Los Angeles 38, HO. 
41-1148. 

S. O. S. Cinema Supply Corp., 
6331 Hollywood Blvd., Holly- 
wood 28. 

Spindler & Sauppe, 2201 Bever- 
ly Blvd., Los Angeles 57. 


SAN FRANCISCO AREA 
Association Films, Ine., 799 
Stevenson St., San Francisco. 
Photo & Sound Company, 116 
Natoma St., San Francisco 5. 
Westcoast Films, 350 Battery 
St., San Francisco 11. 
e COLORADO e 
Audio-Visual Center, 28 E. 
Ninth Ave., Denver 3. 
Davis Audio Visual Company, 
2023 E. Colfax Ave., Denver 
6. 
e OREGON e 
Moore’s Motion Picture Serv- 
ice, 1201 S. W. Morrison, 
Portland 5, Oregon. 
e TEXAS e 


Association Films, Inc., 1108 
Jackson Street, Dallas 2. 


e UTAH e 


Deseret Book Company, Box 
958, Salt Lake City 10. 


Canyon Films’ George W. Linn 


Canyon Films Names G. W. Linn 
To Fill Newly Created Office 

George W. Linn has been 
named general sales manager for 
Canyon Films of Arizona, Inc., 
834 N. 7th Avenue, Phoenix, ac- 
cording to a recent announcement 
by Raymond A. Boley, president. 

Formerly a partner and account 
executive with White & Shuford 
Advertising, El Paso, Linn re- 
signed to accept the post with 
Canyon Films, producers of tele- 
vision film commercials, industrial 
films, sound filmstrips, photo- 
graphic illustration and tran- 
scribed radio commercials. Pre- 
viously, he held creative positions 
with advertising agencies in San 
Francisco, Dallas, Fort Worth, 
Phoenix, and Oklahoma City, and 
with a Hollywood radio-tv pro- 
duction firm. 

Linn’s post is newly created as 
a result of the increased interest 
among national advertisers in 
Phoenix as an ideal year-round 
film center, Boley noted. a 
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Frisco’s Photo & Sound Company 
Names District Sales Managers 

Photo & Sound Company has 
appointed district sales managers 
in San Diego and Fresno, it was 
announced by Bradford Heard, 
chairman of the board and vice 
president. Photo & Sound head- 
quarters are at 116 Natoma Street, 
San Francisco. 

C. David Wood, a member of 
the Audio-Visual Education As- 
sociation of California, has been 
named district sales manager for 
San Diego and Imperial counties. 
He will be in charge of the com- 
pany’s branch office at 1025 Uni- 
versity Avenue, San Diego. 

Gary E. Quick will cover Fres- 
no and adjacent counties as dis- 
trict sales manager, managing the 
branch office located at 444 
Blackstone Avenue, Fresno. 
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MOVIELAB FILM LABORATORIES 
MOVIELAB BUILDING, 619 W. 54th ST. 
NEW YORK 19, N.Y. JUDSON 6-0360 
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The 


Loaded 


Gy tama... 


In 7% exciting minutes, and 
right at the point of purchase, 
the prospective buyer sees the 

menace of inferior tires compared 
with the safety of features embodied 

in the Dual 90 General Tire. 
This is dramatically demonstrated 
in the motion picture, “The Loaded 
Gun,” produced for The General Tire 

& Rubber Company. 

To present the features of your product 


more effectively, ask the help of . 


7é YAM HANDY Onganspation 


Pictures Slidefilms Training Assistance 


NEW YORK 19 ¢ HOLLYWOOD 28 DETROIT 11 . PITTSBURGH ¢ DAYTON ¢ CHICAGO | 
JUdson 2-4060 HOllywood 3-2321 TRinity 5-2450 ZEnith 0143 ENterprise 6289 STate 2-6757 








